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Zenith's McDonald Sets Off Bombshell 
in Hearing Aid Industry with Booklet 


New Perfume Copies 
Well-Known Brands; 
Legal Action Hinted 


Cuicaco, Oct. 11—Exclusive Im- 
port Co. here, manufacturer of 
perfumes, has placed upon the 
market a new inexpensive per- 
jume under the trade name of 
Sibonne, which imitates the fra- 
grances of well-known foreign and 
domestic brands. 

Twenty-four different fragrances 
are produced, each distinguished 
by a letter of the alphabet appear- 
ing upon the bottle label. In one 
demonstration of the perfume seen 
in a neighborhood store by an AA 
reporter, the display of Sibonne 
perfume bottles was accompanied 
by a small printed card taped to 
the counter which gave a code for 

(Continued on Page 8) 


Suit on Other Foot 
as Ex-Jonesians 
Sue for Pensions 


New York, Oct. 12--Former ex- 
ecutives of Duane Jones Co., now 
doing business as Scheideler, Beck 
& Werner, have instituted two suits 
against their ex-boss in an effort 
to recover the value of Class B 
stock and pension money which 
they all feel is owed to them 

Mr. Jones has been served with 
two summons of complaint and has 
until the latter part of this month 
to answer them. If the answers are 
not satisfactory to the principals 
of SB&W, they will have their at- 
torneys place the actions on the 

(Continued on Page 83) 


Cuicaco, Oct. 11—Six years ago, 
Zenith Radio Corp.'s president, 
E. F. McDonald Jr., hit the ceiling 
when he discovered that the hard- 
of-hearing public was being 
charged upward of $150 for a hear- 
ing aid. 

A bit hard of hearing himself, 
Cmdr. McDonald decided that 
Zenith ought to get into the hear- 
ing aid business for the purpose of 
“taking the racket out of hearing.” 

Net result was the Zenith hear- 
ing aid then priced at $40 (now 
$75)—about half the price of most 
competitive instruments. During 
the past six years, sales of the 
Zenith instruments have been in- 
creasing steadily. 

Last week, Zenith published a 
booklet which seems destined to 
rock the hearing aid industry like 
a ton of dynamite. The title alone, 
“Frauds & Facts—Some Things 
That Go On in the Sale of Hearing 


Aids,” is enough to guarantee a 
battle. 
e Cmdr. McDonald summarizes 


the contents of the booklet in a 
letter to the reader on the third 
page. “The hearing aid business,” 
he says, “is small compared with 
the television, FM and radio sets 
we produce in great volume. But 
hearing aids are important out of 
all proportion to their dollar sales. 
They represent a means of attain- 
ing happiness and normal living. 

“This I know first hand. For 
many years, my hearing has been 
impaired. 

“As a rule,” he continues, “you 
can judge the value of what you 
buy by its price. The more you 
pay, the better the quality. This is 
not true when you buy a hearing 

(Continued on Page 79) 


MUNSINGWEAR 


TOGAS WERE NEVER LIKE THIS—Mun- 
singwear’s Quo Vadis shorts, featured in 
this four-color page ad which will ap- 
pear in the December Esquire, were in- 
spired by MGM's movie, “Quo Vadis.” 
Campbell-Mithun is the agency. 


Door-to-Door 
Ordinances Put 
NAMP on Mettle 


Rye, N. Y., Oct. 11—When the 
Supreme Court upheld the re- 
strictive ordinance against door- 
to-door selling, it placed a major 
obstacle in the way of a number 
of companies, including magazine 
publishers and subscription agen- 
cies. 

Today Benjamin Allen, Curtis 
Publishing Co.’s circulation chief, 
told the fall meeting of the Na- 
tional Assn. of Magazine Publish- 
ers what was being done about the 
problem—a problem which seems 
likely to continue, since the court 
this week refused to rehear the 
case. 

The first result of the decision, 

(Continued on Page 79) 


Ad Costs Will Be 
Protected by New 
Amendment: DiSalle 


WASHINGTON, Oct. 12—Price 
Chief Mike DiSalle said yesterday 
that advertising costs will be fully 
protected under the modified ver- 
sion of the so-called Capehart 
amendment which administration 
leaders have asked Congress to 
approve. 

Under questioning by members 
of the House banking and currency 
committee he said the substitute 
bill passed by the Senate last week 
requires the Office of Price Sta- 
bilization to make reasonable al- 
lowance for post-Korea increases 


in sales, advertising and other 
costs. 
While these allowances would 


be determined by averaging costs 
on an industrywide basis, Mr. Di- 
Salle contended individual com- 
panies would retain complete free- 
dom to set up their advertising 
programs as they wish. 

(The committee today approved 
the amended bill which will reach 
the floor Wednesday unless 
stopped by the rules committee.) 


gs Rep. Albert M. Cole (R., Kan.) 
expressed fear that OPS would try 
to tell the manufacturer of one 
type of shirt that his advertising 
would have to conform to the ad- 
vertising of other manufacturers 
of other types of shirts. 

But Mr. DiSalle insisted that 
OPS would not attempt to tell a 
manufacturer that advertising is 
included in his price structure, so 
he can use it in any way he deems 
fit. 

The squabble over advertising 
costs has become a focal point in 
discussions over policies to be used 


by OPS in adjusting prices of 
manufactured goods. Under the 
Capehart amendment now in- 


(Continued on Page 4) 


NBC Affiliates 


Not Commenting 
on New Setup 


All Will Have to Alter 
Rates; Radical Revisions 
Rule Out Comment Now 


New York, Oct. 12—How the 
affiliates are going to react to Na- 
tional Broadcasting Co.’s realign- 
ment of its radio network structure 
was the question of the week in 
broadcasting circles. 

Since stations still are to be in- 
formed individually of their pro- 
posed rate revisions—always the 
most sensitive point in any busi- 
ness discussion—the answer is 
anybody’s guess. 

Plans already outlined to them 
by Charles R. Denny, executive 
v.p., were receiving careful study, 

(Continued on Page 82) 


Newspaper Rates 
Increased 15.4% 


Cuicaco, Oct. 11—According to 
AA figures compiled from Stand- 
ard Rate and Data Service's bul- 
letins during September, 43 daily 
newspaper publishers with 50 pa- 
pers in 41 cities have increased 
their agate line rate an average of 
15.4%. 

The figures show that papers in 
smaller towns and cities on the 
average have increased rates con- 


siderably more than papers in 
metropolitan cities. 

Breakdowns are: 
No. of Old Basic Average 
Publishers Rate Increase 
10 5¢ or less 22.7% 
13 5.1-10¢ 18.5% 
g 10.1-20¢ 12.0% 
7 20.1-50¢ 9.0% 
4 50.1 7.0% 


Highlights of the Week’s News 


It’s still anybody’s guess whether affiliates will go 
along with NBC's structural changes. Most say 
they must study the matter further before they 


ean decide .. ..Page 1 


Magazine publishers have a pretty good batting 
average far in fighting those ordinances 
against door-to-door selling Page 1 


so 


Don’t worry, DiSalle says. He promises that the 
OPS won't interfere with ad costs, and won't 
tell any manufacturer that his advertising will 
affect his price limits ............ 

Zenith’s McDonald authorizes a bombshell-type 
report on frauds and facts in the hearing aid 
business. It should start a battle ..Page i 


It took a long time for Ekco Products to get into 
TV. but when it did decide to sponsor Frankie 
Sinatra, it set something of a speed record in 
video . Page 2 


Trendex finds that TV sponsor identification may 
be ‘way above or "way below average for various 
.... Page 36 
Seven-score newspaper food editors learn a lot 
and get royal treatment at the annual food 
conference sponsored by AANR and 25 major 
food advertisers ...Page 52 
Do you own stock in any of 494 top companies? 
If so, you’re one of the 14% elite, for only that 
percentage of the people in the U.S. are stock- 


sponsors 


Page 54 


As evidence that TV won't replace radio, FC&B's 
Stolzoff points out to AFA that it looks like 
1951 will be record year for radio ......Page 56 


Putnam reiterates the Lasser viewpoint that one 
of advertising’s chief advantages is its effect on 
a corporation's tax and profit position; it makes 
added sales more profitable .Page 58 


America’s Sweetheart is less than satisfactory—on 
TV, that is. A review of Miss Smith’s show also 


holders in those companies 


gives rise to doubt that Itiple-sp ed TV 
shows are good buys .................. Page 66 


The story of Will Kellogg: AA relates the amazing 
merchandising career of the Kellogg Co. genius 
who died a week ago, 71 years after he entered 
the cereal business 
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Last Minute News Flashes 


Campbell-Ewald Gets Flagg Shoe Account 


NASHVILLE, Oct. 12—General Retail Corp., a division of General Shoe 
Corp., has appointed Campbell-Ewald Co. as agency for its Flagg Shoe 
division. The division previously had no agency. Campbell-Ewald’s 
Chicago office will handle the account, and has announced that it 
will devote several weeks to research and market studies before 
selecting media to be used. The agency joins five others which handle 
one or more of General Shoe Corp.'s 19 separate divisions. 


‘American Weekly’ Goes Roto May 11 


New York, Oct. 12—Hearst Publishing Co. today confirmed an AA 
news flash of last week that The American Weekly will soon go roto- 
gravure, with printing being done by Cuneo Press. The first Weekly 
roto will appear on May 11. Hearst and Cuneo have signed a ten-year 
contract representing a billing of more than $60,000,000. 


Stephen Kenyon Named Lennen & Mitchell V.P. 

New York, Oct. 12—Stephen M. Kenyon, formerly with Cecil & 
Presbrey, has joined Lennen & Mitchell as a v.p. and account execu- 
tive. Mr. Kenyon came to C&P in 1941 from Lord & Thomas, where he 
had been an account executive. 


Steel for Appliances Down 11'2% Next Quarter 
WASHINGTON, Oct. 12—National Production Authority today an- 

nounced that allotments for steel for household appliances in the first 

quarter of 1952 will be 1142% below the fourth quarter of 1951. 


Dougherty Joins Owens-Corning Textile Unit 

New York, Oct. 12—The textile products division of Owens-Corning 
Fiberglas Corp. has appointed John W. Dougherty, formerly with S. C. 
Johnson & Son, to the post of advertising and merchandising manager. 
He replaces William H. Curtiss, recently named Pacific Coast sales 
manager. 


(Additional News Flashes on Page 83) 
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Ekco, Getting into TV First Time, 


Sets Speed Record 


10—-This is a 
behind AA's last-minute 
news flash of Oct. 8, which re- 
ported that Ekco Products Co., 
through Earle Ludgin Co., had 
bought the “Frank Sinatra Show” 


New York, Oct 


on CBS, first show to be telecast 
on Oct. 9 

The agency and the client had 
been discussing television for some 
time, although Ekco was not ac- 
tively seeking a TV show. The CBS 
offering, however, was not taken 
to the clients until Oct. 3, just six 


days before the series teed off 
The client looked at it and 
liked it. Benjamin A. Ragir, presi- 
John Brooks, v.p. and gen- 
manager, and Edward 
chairman of the board, 
that the show offered a 
good opportunity to beat the com- 
that it offered a 


dent; 
eral sales 
Keating, 
figured 
petition, good 


for Sinatra Show 


time, and they wanted to be in on 
the first show. 

The actual order from Ludgin 
to CBS was received in New York 


on Friday morning, Oct. 5. 
e@ By Saturday afternoon, a Lud- 
gin task force was in town, con- 


sisting of Mrs. Florence Murdoch 
of the agency's creative depart- 
ment; Jane Daly, TV director, and 
Montgomery N. McKinney, v.p. 
and account executive of Ekco. 
They intended to have two film 
commercials on the show, plus the 
identification in the be- 
ginning and a final, live closing 
commercial. The film commercials 


sponsor 


were ready, produced by Sarra Inc 
in anticipation by the agency of 
Ekco’s eventual entry into TV, 


but the background music, cue-ins, 
etc., had to be settled. 


Then began a period of inten- 
sive work with the network, both 
on setting up the show's produc- 
tion and in clearing stations. Clear- 
ance presented plenty of problems, 
since the Sinatra vehicle bowed 
opposite NBC's top-rated and long- 
established Milton Berle show for 
Texaco. 


@ As the station clearances began 
to come in, Ekco set into motion 
a merchandising operation. Some 
12,000 letters were mailed to Ekco 
dealers, with mailings going out as 
the TV station in that market be- 
came available. In addition, top 
dealers got telegrams from Mr 
Ragir, and 500 dealers and 
ing customers got wires 
Frank Sinatra. 

Last night the show went on, 
showing no hitches traceable to 
the rapid-fire method of assembly 
The company went on with 14 
markets—New York, Philadelphia, 
Washington, Atlanta, Baltimore, 
Cleveland, Detroit, Chicago, Co- 
lumbus, Cincinnati, Los Angeles, 


lead- 
from 
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“Madam, how do you spend your time?” 


In the WAVE area, people spend 5,141,760 home hours per 


week listening to 


television and 1,751 


radio —against 2,582,573 for 


925 tor new spapers. 


WAVE radio reaches more people, for more hours, 


for less money. 


Facts ab 


made by 


te ave [ 
Dr. 
gral Servnwes Center 


area 


Raymond A 


July, 1951 


Ask Free & Peters! 


authoritative survey 
Kemper 


Universit 


(Peadd 
t Loutsrille) 


Copy on request 


of the 


WAV 


LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 


‘MERCHANDISING SERIES’—Parker Pen 
Co.'s two-phase Christmas gift ad cam- 
paign will feature the line of pens in 


a “merchandising series’ of ads, in- 

cluding this one, and will highlight 

quality and taste in a “masterpiece se- 
ries’ of insertions 


ville—and will pick up two more 
on the next broadcast. Meantime, 
the network is stil] busy on clear- 
ances, and agency and client are 
taking offers of delayed broadcast 
@ The show contained the two 
film commercials, plus the opening 
identification, and at the end of 
the 15-minute segment (Ekco had 
the first slice, from 8 to 8:15 p.m., 
EST) Sinatra handled the closing 
commercial, which managed to 
show the client’s Flint cutlery, 
stainless steel kitchen tools, Best 
food mixer, and Ekcoware copper- 
bottom kitchen utensils—and prob- 
ably set a record for high-speed 
TV show assembly. 


Ad Film Available 


“The Magic Key,” 16mm. 25- 
minute sound-color movie pro- 
duced in Hollywood by Raphael 


G. Wolff Studios, and depicting the 
role of advertising in business to- 


day, is available for showing in 
Canada to sales forces and sales 
and advertising clubs through J. 


E. Palmer, radio director, 
Advertising Co. Ltd., 2414 Bank 
of Nova Scotia Bldg., Toronto 


Drexel & Co. Starts Drive 

Drexel & Co., Philadelphia, fi- 
nancial banker, has begun the first 
advertising campaign of its 113- 
vear history to acquaint the pub- 
lic with its services. Doremus & 
Co., New York, is the agency. 


Walsh | 
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Parker Pen Breaks 
Largest Christmas 
Gift Ad Campaign 


JANESVILLE, Wis., Oct. 9—A 
Christmas gift ad in the Oct. 6 is- 
sue of The Saturday Evening Post 
kicked off Parker Pen Co.’s most 
intensive ad campaign in its 62- 
year history 

Twenty-three insertions have 
been scheduled for the Christmas 


drive in Cosmopolitan, Esquire, 
Life, Look, Newsweek and Time, 
plus The American Weekly, the 


New York Times roto section, Pa- 
rade, This Week Magazine and 
Sunday magazines 

At a sales promotion meeting at- 
tended by Parker account manag- 
ers, David G. Watrous, advertis- 
ing manager, explained that the 
Christmas drive is a two-phase 
promotion. One series of ads, the 
“merchandising group,” features 
various pens in the line with brief, 
descriptive copy. The second group 
of ads, the “masterpiece series,” 
highlights quality and desirability 
in a more institutional approach. 


e Coordinated gift ads in more 
than 400 newspapers in major 
markets will be used to back the 
drive locally, in cooperation with 
the company’s 9,000 dealers. Ex- 
penditures are expected to ex- 
ceed $460,000, through J. Walter 
Thompson Co 

The Parker Flaminaire butane 
cigaret lighter will be promoted in 
a separate drive. Since more than 
45% of all retail lighter business 
is done in November and Decem- 
ber, the company will concentrate 


its heavy guns on a coordinated 
promotion during the Christmas 
season. 


Ten full-color pages are sched- 
uled in Coronet, Esquire, Fortune, 
Life, Look and Sunday magazines, 
through Tatham-Laird Inc., which 
directs advertising on the lighter. 


Two Join WCCC Statf 

Phyllis Sherman has joined the 
commercial copywriting staff and 
Bert La Coe has joined the com- 
mercial sales department of Sta- 
tion WCCC, Hartford, Conn. 


| Fair Trade Annual Meeting 
| The American Fair Trade Coun- 
cil will hold its annual meeting at 
the Waldorf-Astoria Hotel, New 
| York, Nov. 7-8 


—explained the mat molding executive. 
paper friend was talking about page mats for news- 
papers. The advertising mat must be molded so as to 
provide depth for two successive casting operations. It 
must have minimum shrinkage, where page mats often 
. Suppose you just leave the choice 
of a mat to me. It's no more than fair if | am to have the 


feature shrinkage . . 


1, 


“Mats for FLAT CASTING 
ARE DIFFERENT’ 


“Your news- 


responsibility for good production.” 


CERTIFIED DRY MAT CORPORATION 
3 Rockefeller Plaza Dept. C, New York 20, N. Y. 
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Approved method to get retailers 


to push your line- 


The Chicago Tribune 
Consumer-Franchise Plan 


LACK of a strong consumer franchise is shutting 
the doors of retailers to some salesmen. 
Retailers are not interested in stocking and 
pushing brands which their customers are not 
interested in buying. 


Today's accentuated pattern in selling—fewer 
brands per classification per store, increasing 
reliance on self-service, cost-heightened 
pressure for store volume—exposes the in- 
adequacy of token or background advertising. 


Advertising today must be planned and used 
to build a consumer franchise—enjoyment of 
an important share of the day-in and day-out 
repeat buying by consumers relatively 
undisturbed by competition. With little personal 
selling by retailers in the store, the critical 
stage of selling has moved out of the store. 
Today's advertising job is to sell the consumer 
in the home before she goes to the store. 


To meet the situation the Chicago Tribune has 
developed a sound procedure that can build 
a consumer franchise for your brand that 
can get it stocked and pushed by retailers. 


Based on a first-hand knowledge of selling 
conditions in Chicago, the Tribune plan earns 


larger retail inventories, better store displays 
and faster turnover. It gets greater results 

from sales work. It gives you the benefit of the 
retailers’ own promotion. It can produce 
immediate high volume. It can give you the strong 
market position you want as a base for 
expansion and company progress. 


Proved in Chicago, the plan can be employed 
in other markets. It works in the big unit 
field as well as in packaged goods lines. By 
constructing a consumer franchise for your 
brand, it gives substance and significance to 
your dealer franchise plan. 


Here is the kind of a program that makes 
sense today. A Tribune representative will be 
glad to tell you how it can be applied in 
your business. Ask him to call. Do it now while 
the matter is fresh in your mind. 


Chicago Tribune 


WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 

A. W. Dreier, 1333 Tribune Tower, Chicago 11; 

E. P. Struhsacker, 220 E. 42nd St., New York City 17; 

W. E. Bates, Penobscot Bidg., Detroit 26; 

Fitzpotrick & Chamberlin, 155 Montgomery St., 

San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
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Ad Costs Will Be 
Protected by New 
Amendment: DiSalle 


(Continued from Page 1) 
cluded in the law, OPS is re- 
quired to fix ceilings which cov- 
er all costs which have been in- 
curred since the outbreak of fight- 
ing in Korea 

As approved by the Senate last 
week the law merely requires rea- 
allowance for changes in 
all other necessary and unavoid- 
able including selling, ad- 
vertising, office and all other pro- 
duction, distribution and adminis- 
trative 


sonable 


costs 


costs 


COLOR PRINTS 


From your artwork or transparencies 
* Rabbit Color Prints 


* Rainbow Prints, REDEX 

* Peacock Color Prints 

Thomas 8. Noble Associates 

270 Pork Avenue, New York 17 
Telephone MU 8-009) 


4 


In his appearance before the 
committee, Mr. DiSalle contended 
that the original Capehart amend- 
ment is unworkable. He submitted 
letters from well-known cost ac- 
countants, testifying that few 
companies have detailed break- 
downs of overhead costs, includ- 
ing advertising, on an item-by- 
item basis. 


e Mr. DiSalle conceded that the 
administration’s original bill re- 
pealing the Capehart amendment 
might have left the way open for 
a return to cost absorption policies 
which OPS tried to apply to ad- 
vertising last spring 

He assured the committee the 
rewritten bill as finally passed by 
the Senate completely spells out 
the responsibility of OPS to al- 
low for recent increases in adver- 
tising and sales costs. 

The issue burst into the open as 
a result of a letter from Cranston 


Williams, general manager of 
American Newspaper Publishers 
Assn., to Rep. Paul Brown (D., 


Ga.), a member of the banking 


and currency committee 

Asking Rep. Brown to find out 
where advertising will stand in 
the event that the legislation be- 
comes law, Mr. Williams wrote: 

“I am concerned about the drive 
in Washington to eliminate ad- 
vertising as a specific factor in 
costs. I am skeptical about leav- 
ing too much authority with the 
bureaucrats because we know they 
have a large number who are 
making plans to limit or to cripple 
or to eliminate advertising in ev- 
ery possible way.” 


In reply, Mr. DiSalle said: “I 
take it Mr. Williams is worried 


about leaving too much power in 
the hands of bureaucrats. Here is 
one place where certainly every 
limitation that has been possible 
to write into the bill has been 
written in.” 


Delta-Star Names MG&R 


Marsteller, Gebhardt & Reed, 
Chicago, has been appointed to 
handle advertising for Delta-Star 
Electric Co., Chicago, a division of 
H. K. Porter Co., Pittsburgh. 
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Mark Woods and J].R. Warwick Form Agency 


New York, Oct. 11—Mark 
Woods, former vice-chairman of 
American Broadcasting Co. and 
J. R. Warwick, a former v.p. of 
Warwick & Legler, have estab- 
lished a new advertising agency 
under the name of Woods & War- 
wick. The company will have tem- 


porary offices in the Chrysler 
Bldg. here 

The agency is now getting its 
house in order to assure smooth 


operation when the names of clients 
and personnel are announced on 
or about Jan. 1, 1952. Mr. Woods 
said the agency already has some 
business lined up and expects to 
have a substantial amount by the 
time it actually starts the day-to- 
day job of servicing accounts 
The release announcing the for- 
mation of the company points out 
that Mr. Warwick, who began his 
advertising career with the Frank 
Presbrey Co. in 1931, served such 
accounts as Sherwin-Williams, 
Vick Chemical Co., William R 
Warner & Co., Motorola, George W. 


Component Parts for Instrumentation 


Are on the Move... 
to the 24 Chemical 


and Process Industries! 


Electron tubes 
Transformers 
Vacuum tubes 
Rectifiers 
Amplifiers 
Photocells 
Resistors 
Rheostats 
Switches 
Controls 
Relays 
Motors 
Meters 


Lamps 


4 


ne 


|| || 


C cneneneniill 


Tremendous quantities of these basic 


elements are moving into the vast Chemical 


and Process Industries — changing the 


entire concept of plant design and operation. 


They become part of the complex structure of 


spectrophotometers, flow-cell colorimeters, mass 
spectrometers, infrared comparators and similar scientific 
instruments, which are being quickly adapted to industrial 


instrumentation, control and analysis. 


The chemists, engineers and physicists who develop and 


¥ > 


nu OF 


The Workmagazine for Instrumentation, Control and Analysis 


An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 


CHICAGO e@ 


CLEVELAND @ 


SAN FRANCISCO @ 


LOS ANGELES @ 


SEATTLE 


design these instruments are the buyers and specifiers of the component parts. 
Your product gets their attention in the pages of ANALYTICAL 
CHEMISTRY ; for ANALYTICAL CHEMISTRY stands alone in the Chemical 


and Process Industries as the Workmagazine for Instrumentation, 


Control and Analysis. 


J. R. Warwick 


Mark Woods 


Luft Co., Capehart-Farnsworth, 
Kingan & Co., and Equitable Life 
at Warwick & Legler 


@ Equally impressive are Mr 
Woods’ contacts among advertisers 
made during his many years in the 
broadcasting business. A longtime 
executive with National Broadcast- 
ing Co., Mr. Woods helped to or- 
ganize the Blue Network and in 
January, 1942, was elected its pres- 
ident. 

He remained in that post when 
the network was sold and its name 
changed to American Broadcasting 
Co. He held the presidency until 
his election as vice-chairman in 
January, 1950; he resigned from 
ABC in June of this vear 


LAZARUS JOINS JACOBS 
CuicaGo, Oct. 11—Merger of 
Harry J. Lazarus & Co. with the 
Chicago office of Bozell & Jacobs 
was announced here today. The 
merger brings about $1,000,000 of 
billings to Bozell & Jacobs, 33- 


Harry Lazorus 


Nothan Jacobs 


year-old agency with offices in 11 
| cities and annual billings said to 
| total $10,000,000 
| Nathan E. Jacobs will continue 
}to head Bozell & Jacobs here, and 
| Harry J. Lazarus will become V.p. 
in charge of a group of financial 
and general consumer accounts. 

Mr. Lazarus in 1946 resigned as 
v.¢. of Central National Bank, Chi- 
cago, to form his own agency. Most 
| of the Lazarus accounts are finan- 


cial; others include Kool-Vent 
Metal Awning Co., A. C. Weber 
& Co. (Pfaff sewing machines), 


Deena Products Co. (lamps) 
Enterprise Paint Mfg. Co. 


and 


Four A’s Meeting This Month 

The annual eastern conference 
of the American Assn. of Advertis- 
ing Agencies will be held at the 
Hotel Roosevelt, New York, Oct. 
30-31. “Advertising under the 
Microscope” will be the theme of 
the meeting, with discussions of 
specific day-to-day problems of 
agency operation. 


ABC Adds Church Program 

The Free Methodist Church of 
North America, Winona Lake, Ind., 
will present “The Light and Life 
Hour” over ABC starting Oct. 28 
at 8:30 a.m., EST. Time for the 
30-minute broadcast, which will 
not be heard over WJZ, New York, 
was bought through Walter F. 
Bennett & Co., Chicago 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


Since e208 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
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Radio homes top TV homes by almost 4 to 1 
on the Pacific Coast. And more than two-thirds 
of these radio homes are radio-only homes... 
homes that can be reached only by radio. 

In this area EVERY market has radio—only 
four markets have TV. If you have a product 
or service with mass appeal...if you want to 
reach the majority of people in ALL the markets 


on the Coast—your best bet is network radio. 

And on NBC Pacific Coast Network you’ll 
reach the largest number of homes for the 
least amount of money. 

For complete facts on what NBC Pacific 
Coast Network can do for you in this boom- 
ing Far West market, write or phone your 
nearest NBC Sales Office today. 


RADIO 
HITS 


EVERYBODY 


OUT 
WEST 


Network Radio reaches 98% 

of ALL homes in the three 
Pacific Coast States... 
Television is in only 4 markets! 


WESTERN NETWORK + NATIONAL BROADCASTING COMPANY 


KOLLYWOOD * SAN FRANCISCO + CHICAGO + NEW YORK ® 4 Division of Radio Corporation of America 


Your best bet to tal 


‘em and sell'em 
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How Important Is 
Design? Speakers 
Tell Designers 


HIGHLAND Park, ILL., Oct. 9—A 
discussion of the importance of in- 


dustrial design to production men, 


management representatives, ad- 
vertising and merchandising ex- 
ecutive ind architects held the 


spotlight at the sixth annual meet- 


ing of the Society of Industrial De- 
signers here last week 

In a panel discussion about the 
influence of industrial design on 
business and our way of life, Bert 
Prali, president of Butler Brothers, 
declared: “Your yardstick in the 
eyes of management is—Is your 
product aeceptable to our prospec- 
tive customer? Will it sell? Of all 
the elements which go into making 
a sale—price, quality, display, etc., 
design looms as the deciding factor. 


ation’s cars here 


Million cars are 


registered in this big 612 Billion Dollar 


QD 806 Peachtree St. N.F. Atlanta 5, Ga. 


Progressive management 
nizes this and designers 
continue to prove it.” 

Elmer H. Wavering, v.p. of 
Motorola Inc., said that “design 
gives sparkle to engineering ac- 
complishment. Perhaps it can help 
overcome TV's getting into a rut 
such as radio was in during prewar 
days, [a rut] which is character- 
ized by bringing out many lines 
with low prices.” 


recog- 
should 


@ Sidney R. Bernstein, editor of 
ADVERTISING AGE, declared: “If ad- 
vertising agencies are reluctant to 
cooperate with industrial design- 
ers, perhaps it is because design 
is not clearly defined in their 
minds. Designers are creative, 
articulate in product design, pack- 
aging and display. Agencies may 
feel that the designer is trying to 
take on too much. The ad man 
wants a saleable product with 
talking points and the designer can 
supply it.” 

Members of the society approved 
a change of the society’s official 
publication from an annual book 


to a quarterly magazine with the 
first issue set for January, 1952. 

New officers elected are Russel 
Wright, New York, president; Carl 
Bjorncrantz of Sears, Roebuck & 
Co., vice-president; Jean O. Rein- 
ecke, Chicago, secretary, and A. 
Baker Barnhart of New York, 
treasurer. 


MacLevy Appoints Schneck 

Stephen Schneck, formerly with 
the International Repertory Co., 
has been appointed assistant ad- 
vertising-publicity director of the 
Affiliated MacLevy Companies, 
New York. Mr. Schneck will work 
with the company’s coast-to-coast 
slenderizing salons, children’s tal- 
ent and adult ballroom studios, the 
MacLevy Equipment Co. and Video 
Productions, MacLevy’s TV pack- 
aging agency. 


Ratterree Joins Garmise 

Leclare 
as assistant director of advertising 
copy for John Wiley & Sons, New 


York, book publisher, to join Bert | 


Garmise 
publishing 
chief. 


Associates, New York 
consultant, as copy 


Ratterree has resigned | 


The Hoopers 


DES MOINES 


...and the Great LOCAL Shows Continue to Lead! 


ROSE on ‘i 
all CBS Shows © 


WHEN THEY MOVED T0- 


nel 


@ T[ere’s dramatic proof of the BIGGER audiences delivered by Des Moines’ 
KRNT! Even before the big CBS shows joined the big local shows and big 
audiences on KRNT June 15th, KRNT led in Des Moines listeners MORN- 
ING, AFTERNOON, AND EVENING —and continues that amazing 


record. Of the 19 CBS shows that moved to KRNT without a change or 


\ summer replacement, ALL NINETEEN gained a greater Hooper share of 
audience on KRNT the very first month! 


HERE'S TH 


Grand Slam 
Wendy Warren 
Aunt Jenny _ 
Helen Trent * 
Our Gal Sunday 
Nora Drake 
Hilltop House 
Kings Row 
House Party 
Strike It Rich 


E PROOF! 


BEFORE AFTER 
18.2%, 32.7%, 
17.8 37.9 
28.6 35.7 
26.1 46.4 
23.4 56.7 
14.0 41.2 
10.9 37.5 
19.0 43.7 
17.6 33.3 
22.8 32.7 


Arthur Godfrey (morning) 
(Average of last 60 minutes) 


Hollywood Star Playhouse 
Mr. and Mrs, North 

Dr. Christian 

FBI In Peace and War 
Mr. Keen 

Rex Allen 

Camel Caravan 
Gangbusters 


NOW, More Than Ever, You're Right When You 


SOURCE- 
Winter-Spring, 


July, 1951, C. E. 


STATION WITH THE 
FABULOUS PERSONALITIES AND 


ASTRONOMICAL HOOPERS 


1950-51, C. E. Hooper Audience Index 
Hooper Audience Index 


si” E 


BEFORE AFTER 
33.4%, 47.9%, 
25.0 29.0 
38.3 59.1 
25.5 28.0 
36.1 41.2 
28.8 33.3 
3.9 19.5 
19.2 30.8 
33.8 51.4 
bor Tul 
Very Reghty 
hooper ated 
Sales results 
premeditated. 
ad — 


Bes Moves’ 


. 


REPRESENTED BY THE KATZ AGENCY 
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Intermountain Net 
Adds Four Stations; 
Affiliates Total 41 


SaLtt Lake Crry, Oct. 9—The 
second expansion in less than a 
month for Intermountain Network 


was revealed 
here last week 
with the an- 


nouncement that 
Intermountain 
has gained four 
new Idaho and 
Montana outlets 
through merger 
with Rocky 
Mountain Broad- 
casting System. 
The move was 
effective Oct. 1, 
according to George C. Hatch, In- 
termountain president, and Frank 
/C. Carman and S. John Schile, 
president and v.p., respectively, of 
the Rocky Mountain net. 
Intermountain will serve as ex- 


George C. Hatch 


clusive representative for Rocky 
Mountain-owned stations, KIFI, 
Idaho Falls; KLIX, Twin Falls; 


KWIK, Pocatello, all in Idaho, and 
KOPR in Butte, Mont., along with 
the 37 stations already operated by 
Intermountain 


@ The expanded Intermountain 
Network thus will have a total of 
41 stations covering seven moun- 
| tain states—Utah, Idaho, Montana, 
Wyoming, Colorado, New Mexico 
and Nevada. The network also will 
maintain a fulltime line to Los 
Angeles, enabling a program ex- 
j mane with the Don Lee Broad- 
casting System, operating in Ari- 
zona, California, Oregon and 
Washington. The two networks 
will offer program coverage joint- 
ly in 11 western states, Mr. Hatch 
announced. 

Rocky Mountain Broadcasting 
System officials plan to devote 
their principal time to establishing 
a television network to serve the 
Intermountain area. Merger of the 
two nets will permit more rapid 
expansion of both AM and TV 
regional network operations, it 
was Said. 

Both Mr. Hatch and Mr. Carman 
expressed confidence that, with 
the merger, Salt Lake City will 
become the most important pro- 
gram origination center for both 
AM and TV in the mountain states 

Announcement of the merger 
and expansion came less than one 
month after Intermountain added 
12 new cutlets to its net, making 
it the second largest such radio 
station alliance in the U. S. (AA 
Sept. 11). Only the Don Lee sys- 
tem on the West Coast is larger, 
Mr. Hatch pointed out 


Map Publisher Names G&W 


C. S. Hammond Co., New York. 
map and atlas publisher, has 
named Grant & Wadsworth, New 
York, to handle its advertising 
The account was formerly with 
United Advertising Agency, New- 
ark 


Charis Appoints Dorland 


Charis Corp., Allentown, Pa., 


foundation and brassiere manufac- 
turer, has appointed Dorland Ad- 
its 
Ross 


vertising Ltd.. New York, 
agency. Fuller & Smith & 
formerly serviced the account 


as 


Build Volume 
at LOWER 
SALES COST 


Door-to-door Selling—bet- 
ter known os DIRECT 
SELLING — is building 
giant volume quickly for 
many monufacturers 't 
moy be your onswer to 
present doy complex soles 
problems. Direct Selling Is 
fully explained in fascinat- 
ing booklet—moiled FREE. 
Please write on your let- 
terhead 


OPPORTUNITY MAGAZINE 


28 E. Jockson Bivd 
Dept. ABB, Chicago 4, Ii! 
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ey laughed 
when | sat down to call— 


but now they all Say it with 
FLOWERS-BY-WIRE 


The boys roared when I wired flowers to Tom Marshall 
of Acme Products. He had just become a proud papa. 
But the next day his receptionist rolled out the red rug, whisked me 
into his office. Arranged in a vase on his desk, those flowers started the 


ball rolling my way. Tom liked that extra touch of thoughtfulness. I sailed 


out of his office on a cloud, with a good order in my pocket. 


So I had the last laugh. But they've learned. 
Now they all say it with FLOWERS-BY-WIRE! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOW ERS-BY-WIRE ARE PERFECT FOR CHRISTMAS 


ong @. ; ae Thousands of business firms have found FLOWERS-BY-WIRE the ideal 
Christmas Greeting. Just turn your list over to your F.T.D. Florist. He'll take it 


from there ...and supply the perfect touch for a“*Merry Christmas” to customers. 


¢ FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS! 


Look for the famous F.7.D. Mercury Emblem. 
It identifies the right shops! 
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New Perfume Copies 
Well-Known Brands; 
Legal Action Hinted 


(Continued from Page 1) 
the on the bottle, so that 
S corresponded to Shalimar, C to 
Chanel No. 5, W to White Should- 
T to Tabu, K to Shocking, etc. 
The bottles contain approximately 
one ounce and sell for $1.20 


letters 


Cohn, 
insisted 


@ Harry president of the 
company, that no corre- 
spondence between the letters on 


the bottles and the brands imitated! consumer advertising have been 


are advertised. Consumers buy the 
fragrance they like according to 
the alphabetical designation, he 
said. 

Although Mr. Cohn denied that 
he expected difficulties with man- 
ufacturers of the perfumes copied, 
at least one perfume company con- 
tacted by AA said it is contempla- 
ting legal action. 

Exclusive Import Co. was or- 
ganized eight months ago and 
Sibonne is the only perfume that 
has been manufactured. Advertis- 
ing has appeared in trade publica- 
tions but no immediate plans for 


2nd largest 
n in retai 


sales in U.S. 


"TS 


formulated, according to Mr. Cohn. 
Distribution has been through 
small gift shops and drug stores 
throughout the nation, including 
Walgreen drug stores, which have 
been carrying the perfume for the 
last 30 days. Mr. Cohn estimated 
750 stores are selling the perfume 
at the present time. Chicago Ad- 
vertising Agency is handling the 
account, with Simon Levin as ac- 
count executive. 


Biow Wins Lady Esther 

Lady Esther Ltd., Chicago, pro- 
ducer of cosmetics and toilet pre- 
parations, has named Biow Co., 
New York, to handle advertising 
on all products, effective Nov. 1. 
The account was formerly with 
Ruthrauff & Ryan. 


Belgian Corp. Names Lewin 
Belgian Electric Sales Corp., 
New York, has named Lewin, 
Williams & Saylor, New York, to 
handle its advertising in the U.S. 


Congress Cuts Off 
Army and Air Force 
Advertising Funds 


WASHINGTON, Oct. 11—-Congress 
cut off all funds for Army and Air 
Force recruiting ads this week and 
nearly stopped the Treasury's sav- 
ings bond campaign. 

Making good on their promise 
to go into the Army’s sponsorship 
of big name radio and TV shows, 
conferees on the $57 billion de- 
fense bill slipped in a proviso hold- 
ing that none of the $10,900,000 
allowed for recruiting may be 
spent for advertising. 

This was promptly accepted by 
both Houses, cutting off all funds 
for new recruiting campaigns. 
Meanwhile, the Frankie Laine 
show, one of two network pro- 
grams which attracted congres- 
sional ire, went on CBS last Sat- 
urday. Defense officials say they 


FPREDDIE 
LhrEeeS 
GreRn“es 9 


Elf cro-oF-1He-MONTH at Gibraltar is an otherwise pleasant chap named 
Fred McGuire, head of our Impossible Dept. ‘Fred,’ we said, “these 
floor-stands and counter-merchandisers your nimble little fingers are forever 
dreaming up ...where in Tophet do you get your ideas? They're so— 


how do you say in English—so ingenious, so maddeningly irresistible, so—so basic... ." 


“ET LIKE GIRLS,” Fred began. “Yes, yes,’ we quickly parried, “like ‘em ourself. 


Married one. But where do you get your ideas?” 


“GIRLS Fred persisted. ‘You said — ingenious —- irresistible — basic. 
| like girls. When | think of girls | get wonderful ideas. How basic can you get!” 


WE YIELDED to the simple logic of it. Ingenious — irresistible — basic — both 
merchandising displays and girls. That's only the beginning. Been to a supermarket 


lately? The bids for That Vagrant Buying Impulse range from furious to fantastic. 


It's true not only of “maybe” merchandise; more soap, another can of beans, 


extra paper toweling. It goes for ‘‘must’’ merchandise too; the meat'n 
potatoes. In Self-Service Selling the best bids get the business. 


FOR A QUICK fefresher course in display merchandising, run once around the 
nearest supermarket. Or take the Grand Tour with our Gibraltar Merchandising 


Display brochure. (write us for your copy, see coupon below). 


GIBRALTAR makes ingenious, maddeningly irresistible, basic merchandising displays. 
Do you have a selling problem? We have a selling answer. 


((oHBRALTAR CORRUGATED PAPER COMPANY, INC. 


8101 Tonnelle Ave., North Bergen, New Jersey 
- Telephone LONGACRE 5.3405, N.Y ot UNION 3-4700, NJ 


Mr. S$. P. Boochever, Director 


Without obligation on my port. . . 


GIBRALTAR MERCHANDISING DISPLAYS 
Gibralter Corrugated Paper Company, Inc. 
8101-25 Tonnelle Avenue, North Bergen N.J. 


(CD Please send me my copy of the Gibralter MD brochure. 


54 © Please hove your representative telephone me 
: for an appointment. 

NAME 

COMPANY. 


' Tom Harrison J:. 
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have funds to cover the present 
six-week contract and that the fu- 
ture of this show and other re- 
cruiting campaigns will be deter- 
mined on the basis of a review of 
the recruiting program now under 
way 


e Though writing a ban on re- 
cruiting ad funds, conferees indi- 
cated their minds were still open. 
They said the recruiting program 
is subject to further investigation. 

Congressional uncertainty over 
the Army and Air Force advertis- 
ing backfired Monday on Treasury 
bond campaigns. The Senate ap- 
propriations committee, which has 
taken the initiative in investigating 
recruiting ads, asked Senate mem- 
bers to adopt a bill which con- 
tained a proviso preventing Treas- 
ury from spending money to ad- 
vertise bonds in press, radio or 
television. 

In the floor fight that followed, 
Sen. Styles Bridges (R., N. H.) 
succeeded in beating the proviso 
He pointed out that Treasury’s ex- 
penditures were for mats and oth- 
er materials for use in space and 
on radio and TV time donated by 
advertisers. He was supported by 
Sen. Harley Kilgore (D., W. Va.). 
who said the committee was likely 
to kill the goose that lays the gold- 
en eggs. 

The Senate's action in defeating 
this proviso and appropriating 
$500,000 for additional savings 
bond advertising was erroneously 
reported in newspapers ap- 
proval of a program for Treasury 
advertising. 


as 


e Officials of the bond savings di- 
vision stressed that they intend 
te continue to rely entirely on 
contributed space and time, and 
that they have no plans to buy 
space or time. 

The Senate’s interest in the 
Army and Air Force recruiting 
campaign was aroused after the 
$57 billion defense bill reached 
the conference. 

Although a handful of senators 
had criticized sponsorship of “The 
Shadow” by the recruiting service 
while the bill was being debated 
(AA, Sept. 24), the $3,000,000 fund 
for national and local advertising 
remained intact. 

In conference, however, Sen. Jo- 
seph O'Mahoney (D., Wyo.), rank- 
ing member of the Senate appro- 
priations subcommittee, said he 
was annoyed over plans to spend 
$689,469 to sponsor Frankie Laine 
and Sportscaster Bill Stern (AA, 
Oct. 1). 


e With the support of Sen. Homer 
Ferguson (R., Mich.) he induced 
conferees to add the proviso block- 
ing additional advertising funds. 

Defense officials say funds for 
the Laine show during its first six 
weeks are contained in the 1951 
appropriations bills, and that con- 
tracts will be fulfilled. They de- 
clined to speculate on the future 
of the program, which was to run 
39 weeks on 126 CBS stations, or 
on the Bill Stern sportscasts, which 
were to begin Dec. 1 and run 26 
weeks, on NBC 


Harrison Named President 
of Skyway International 

Tom S. Harrison Jr., formerly 
v.p. in charge of sales for White 


Stag Mfg. Co., Portland, Ore., 
manufacturer of 

™ hunting and 

sportswear, has 

been elected 


president of Sky- 
way Internation- 
al, Seattle, manu- 
facturer and dis- 


tributor of lug- 
gage 
With head- 


quarters in Port- 
land, Ore., Mr. 
Harrison will su- 
pervise the or- 
ganization’s sales activities 
throughout the country and coordi- 
nate an extensive sales promotion 
and advertising program. 
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Business Has Rainy Days, Too 


Even the most ingenious of nature’s creatures get limited protection 
against the elements. 


Business and industry, however, protect themselves against unforeseen 
hazards through insurance. Yet, indispensable as it is, insurance must 
be sold, like any commodity or service. And, to help lower sales costs, 
successful insurance advertisers use the pages of Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management-Men ... executives who make or influence decisions 
for their firms on insurance matters. 


RESULT: Advertising dollars invested by insurance firms in the pages 
of Business Week work harder, produce more. That is why Business 
Week regularly carries more insurance advertising, and more total 
advertising addressed to business and industry than any other general 
business or new magazine. These successful advertisers know that — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N.Y. 


These Leading Insurance Advertisers 
Sell their Services to Business and Industry 
through Business Week 


Aetna Life Affiliated Cos. 
American Credit Indemnity Co. of New York 
American Foreign Insurance Association 
American Surety Co. of New York 
Connecticut General Life Insurance Company 
Employers Mutual Liability Insurance 

Company of Wisconsin 
Hardware Mutuals 
Hartford Fire Insurance Co. 

(Hartford Accident & Indemnity Co.) 
Johnson & Higgins 
Liberty Mutual Insurance Co. 
Marine Office of America 
Marsh & McLennan, Inc. 
National Life Insurance Co. 
National Surety Co. 
New England Mutual Life Insurance Co. 
New York Life Insurance Co. 
Travelers Insurance Co. 
Union Mutual Life Insurance Co. 
U.S. Fidelity & Guaranty Co. 
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Youre SO right! 
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ALL advertisers tell us- 
You're SO right .. . 

The Salt Lake Tribune-Telegram 
is the only way to do the job! 


‘GH’ Finds Few 
Advertisers Run 
Many Insertions 


New York, Oct. 9—A study of 
1950 advertising continuity in 
eight big-circulation consumer 
magazines made by Good House- 
keeping reveals that about 90% 
of their advertisers averaged less 
than four insertions each during 
the 12-month period 

The magazines studied, in addi- 
tion to Good Housekeeping, were: 
American Home, Better Homes & 
Gardens, Ladies’ Home Journal, 
Life, McCall's, The Saturday Ere- 
ning Post, and Woman's Home 
Companion. 

Advertisers using 12 or more in- 
sertions in the magazines during 
the same 12 months, the study 


HOOSIER HANK 


T’S BIG!... 


the Indianapolis market 


No matter how you measure the size of your sales 
opportunity ... by population, buying income, retail 
sales, or percent of total U. S. potential . . . you, like 
“Hoosier Hank,” will find the Indianapolis market 
elephant-size . . . one you can't afford to overlook in 
planning your sales campaign. 


Last year, for example, metropolitan Indianapolis 
ranked 6th among the nation’s 200 largest counties 
in effective buying income per capita.* Last year, 
metropolitan Indianapolis spent better than 
$650,000,000 on retail goods alone.* 


The Indianapolis Star and The Indianapolis News, 
Indiana's two largest dailies, give you saturation 
coverage of this wealthy metropolitan area. 

But that's not all. They also give you an effective 
bonus coverage of the 44 surrounding counties. 


Combine the two and you have a market of more 
than 2,000,000 people, spending more than a billion 
and three-quarters a year. Yes, it's a BIG market... 
rich, active, growing, stable ... and easily accessible. 
It's the nation's largest inland market and it's fully 
covered by The Indianapolis Star and The 
Indianapolis News. Write for full market 

information today! 


KELLY-SMITH COMPANY 


+ NATIONAL REPRESENTATIVES 
* Mone ey of Buying Power—1951" 
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found, averaged between 20 and 
21 insertions each. 

The record of all advertisers in 
each of the eight magazines indi- 
cated the average insertions per 
advertiser was slightly better than 
five 


@ The 1950 record of advertising 
continuity for, say, The Saturday 
Evening Post. shows it had 1,124 
advertisers in 1950. These adver- 
tisers placed 7,710 ads, with an 
average insertion per advertiser of 
6.9. But 186 advertisers used 12 or 
more insertions in the SEP. These 
186 advertisers, as a matter of fact, 
used 4,049 advertisements, for an 
average insertions per advertiser 
of 21.77 

Post advertisers who used fewer 
than 12 insertions last vear totaled 
928—or 83.45% of all SEP adver- 
tisers. These 938 placed 3.661 ads 

for an average insertions per 
advertiser figure of 3.90 

“This inadequate frequency pat- 
tern,” said Good Housekeeping, “is 
not peculiar to magazines alone.” 


e Using two sample newspapers, 
the magazine said that the 1949 
linage record of the Clereland 
Plain Dealer showed “85.9% of 
its total national accounts running 
only 20.9% of the linage. Or, to 
put it another way, 85.9% of the 
accounts averaged only 907 lines 
per year—less than half a page 
a vear. Only 4% of their total ac- 
counts ran 12 or more pages per 
year 

“Recently the Columbus Dis- 
patch reported a similar situation,” 
said Good Housekeeping. “Less 
than 2,500 lines (equivalent to a 
total of about one page) was used 
in an entire vear by 75% of the 
general advertisers. Only 5% of 
them purchased 10,000 lines to 
support their selling efforts during 
52 weeks.” 

The magazine included in its 
study a graph titled “Pages of ad- 
vertising by months for seven 
leading magazines—five-year 
average 1946-1950." This included 
all the magazines previously 
named except American Home, 


s According to the graph. the ad 
pages during January and Febru- 
ary and July and August averaged 
between 100 and 150 as compared 
with an average of between 150 to 
290-plus for the other months 

Good Housel eeping said its cir- 
culation average during January 
and February and July and August 
during the past five vears “has 
varied around 1% from the other 
eight months’—and “it seems to 
us the opportunity to sell effec- 
tively remains at a high level dur- 
ing those four months for the great 
majority of products.” 

In line with this, Good House- 
keeping recalled its recent an- 
nouncement offering a 7.5% dis- 
count on all display space sched- 
uled for appearance in the Janu- 
ary, February, July and August 
issues 


Oysters for Vim and Vigor 

Pacific Coast Oyster Growers 
Assn., Seattle, has begun a fall 
campaign in a dozen West Coast 
dailies featuring the nutritional 
value of oysters, both fresh and 
canned. Ads urge housewives to 
pick up an oyster recipe booklet 
which the association has supplied 
to grocers. Botsford, Constantine & 
Gardner, Seattle, handles the ac- 
count. 


Irwin Opens Agency 

J. William Irwin, formerly with 
the American Bankers Assn., New 
York, has opened an advertising 
and public relations agency in 
Richmond, Va. The agency will 
specialize in advertising and pub- 
lic relations for banks in Virginia 
and neighboring states 


Kotula Starts PR Service 

Kotula Co.. New York, has 
formed a public relations division 
within the agency to supplement 
regular client services. 
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The man who owns his home 

is much closer to that home than the 

man who rents one. That goes for a 

magazine, too, practical builder is edited 

by the men who own it. They live with it, 

eat with it, sleep with it. To them it isn’t just a book, 
It’s a bible... the bible of the light construction industry. 
Its pages are sacred in the sense that they must 

say something, mean something, to the people who get it. 
This gives the magazine a page-by-page genuineness, 

an editorial vitality, that readers are quick to realize 


...and advertisers art quick to capitalize. 


Affiliated with € Budding Industry Magazines 


comprising the largest, most distinguished publicat 


in the building industry. Building Supply News, 


Building Material Merchant, Ceramic Industry, 


Ceramic Data Book, Brick and 


Clay Record, Modern Brick Builder 


Send for our 64-page book THERE'S MONEY 


IN REMODELING . 


Sree to any manufacturer 


who asks for it on his letterhead. 


Oiwousteai evs 


NC, CHICA 


... Of the light construction industry 
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The Value of Credit Insurance 


The strange case of LeBlanc Corp. and its financial difficulties 
demonstrates the value of credit insurance in the advertising agency 
business 

Majestic Advertising Agency, as we reported in these columns 
last that 


American Credit Indemnity Co. on the Hadacol account “considerably 


week, has notified media it carries credit insurance with 


in excess of the Majestic Advertising Agency's obligations to all 
meédia.” 

This is a comforting thought not only to media whose bills have 
not been paid, but to the agency itself. It serves to demonstrate again 


the 


importance of such insurance in a business in which circum- 


stances sometimes make it difficult to collect substantial sums of 
money 
We know of one agency, for example, which had a substantial 


client, for whom it had placed business for several years. It learned, 
with shock, that the client was in financial difficulties, and it acted 


promptly and with dispatch to protect itself and the media with 
Which it had been doing business 
Yet, in the period of only a few days in which the situation 


jd@led, although the agency promptly canceled all commitments it 


ce@uld catch, it ultimately found itself on the hook, as far as com- 


mitted advertising investments which could not be canceled were 
concerned, for well over $100,000 

In this instance, the agency had no credit insurance, and the loss 
$100,000 


recover, 


of more than would have ruined it. Fortunately, it was 


able to the 
amount, but the net effect was that its net loss more than wiped out 


from client, a very substantial part of this 


the profit on a full year’s billing, and the agency principals had to 
devote a large portion of their time for several months to collecting 
money from the client, instead of to the more usual occupations of 
planning and developing advertising 

It is obvious that the most effective way to prevent credit losses is 
for neither agencies nor media nor advertising suppliers to extend 
credit to any but sound companies, but this is an ideal which it is 
practically impossible to achieve, since the very nature of the adver- 
tising business calls for the extension of credit for short periods of 
time, frequently for very sizable amounts. 

Credit insurance, while an added cost, seems the best and simplest 


way to make sure that no one is caught with his resources down 


The Good Old Expense Account 


We are glad that the Senate last week made short shrift of Sen. 
Paul Douglas’ proposal that a $25 a day lid be put on business ex- 
pense. And while we do not profess to be able to read Sen. Douglas’ 


mind, we would guess that he is not especially disappointed, and that 


he advanced the suggestion with at least a little corner of his 
tongue in his cheek 

The problem of the expense account has always bothered us. We 
love it, of course, when we are on one, but we can’t get over the 


notion that in many areas of the advertising field it has been carried 
to some pretty sad extremes 

Despite the fact that things in general seem better now than they 
formerly were, we get the impression that a great deal of selling is 
still the ot 
clubs and bars visited, rather than on more meritorious considerations 


that 


being done on basis the number and quality of night 


What bothers us most, however, is our suspicion there is an 


intimate relationship between the over-extended expense account 


and the fact that so many advertising men die young. This is a 
pretty rugged business at best, and a night of hard whacks at the 


expense account (yours or someone else's), on top of a day of hard 


business knocks, is frequently too much for the flesh to bear 


MEL ‘ 
MILLAR 


He's in conference, Mrs. Morgenroth 
to nag h 


Duns Review 
is there anything in particular you wanted 
im about?” 


What They're Saying 


Lesson from Argentina 

The newspaper which best in- 
forms the public enhances its repu- 
tation its circulation 
The reliability of its news content 
strengthens its editorial worth, 
which in turn is reaffirmed by its 
independence. Such a 


as increases 


newspaper 


is the greatest target for the ven- | 


omous barbs of those who preach 
a totalitarian form of government. 

Thus are summarized some of 
the ideas and principles that we 
painstakingly learned and persist- 
ently practiced. While we were so 
engaged, we were gradually being 
deprived of our freedom, until it 
was snatched away entirely. You 
know that the loss of our freedom 
to write and print was accompa- 
nied by the loss of the educator's 


ness men have a choice of several 
efficient dictating machines. Type- 
| writers today are close to perfec- 
tion. Today, it is easier than ever 
to produce a letter. Yet a sur- 
prising number of business people 
find it as easy as ever to delay re- 


plying to letters, or as easy as ever 
to ignore them entirely 

This not infrequently 
when one replies to an advertise- 
ment. In eager terms, the copy 
may seek to persuade the reader 
to write for more information 

Yet, when he does, 
nothing happens, or it happens 
after such long delay that his or- 
iginal interest in the offer has 
vanished entirely—along with his 
faith in the advertiser 


Dental Business 
published by 


too 


September s 


sue Oral Hygiene 


right to inquire and teach. Our ex- | 


perience is a tragic lesson for 
America, the continent of freedom 
I think it fitting that it be related 
in this free University, erected by 
a free people. I believe we must 
bear in mind this eternal truth 


when liberty is lost, it must be 
regained. While you have it, you 
must defend it. 

Dr. Alberto Gainza Paz, publisher 
of La Prensa, Buenos Aires, in an 
address on “Education ar : 
in the Struggle for 
Northwestern Univer Evanston 
1 

What Do You Do? 
“Rude” is the right word. Ex- 
cept in the case of crank mail, it 


is rude to ignore letters which re- 
quire answering, or 
plies unreasonably 


to delay 
Yet 
of thing occurs in countless cases 
And it creates unlimited ill will 
There are only three ways to 
communicate with other people: 
in person; by telephone; or in writ- 
ing, by telegram or letter. Today, 
so far as the mechanics of written 
communication is fa- 
cilities are more highly developed 
than ever before in history. Busi- 


re- 
this sort 


concerned, 


Ten Million Dollar Word 
The word Please costs ten mil- 
lion dollars a year and more in 
the telegraph offices alone. This 
sum is the estimate of what peo- 
ple of the United States pay in 
telegraph tolls just to add the 
word of courtesy. The money is 
indeed well spent: the investment 
returns are They 
friendship, respect, and good will 
Courtesy Pays Off,”’ fourth in 
series of bulletins titled ‘“‘“Money-Mak 


golden. are 


ing Mail published by Fox River 
Paper Corp., Appleton, Wis 
Nomenclature 


In my opinion, the name market- 
ing research is in itself too limiting 
a term. Basically a good market- 
ing research department is a man- 
agement research department. If 
it becomes highly specialized, it 
probably does not even deserve the 
term marketing research but in- 
stead should be called the busi- 
ness library department, or the 
economic analysis department, or 
the sales statistical department. 


William A. Marsteller, The Mar- 
steller Co., Chicago, in The Journal of 
Marketing, July issue. 


happens | 


often | 


Advertising Age, October 15, 1951 


Rough Proofs | 


Avco Mfg. Corp. has a $2,000,- 
000 contest featuring 50-word es- 
says on “What the American way 
of life means to me.” 

Part of it means trying to grab 
off some of that $2,000,000 

e 

Advertisers interested in the 
National League play-off can't say 
the Dodgers and the Giants didn’t 
give their fans and radio and TV 
sponsors a great run for their 
money 


Earle Ludgin says it’s hard even 
for an adman’'s son to get started 
in the agency business. Everybody 
wants him to have experience, but 
nobody is willing to help him get 
it 

e 
NBC you'll the 
people’s choice unless you use the 
human Politicians fighting 
for time on TV may be at least one 
step ahead of the procession 


Says never be 


voice 


. 
Owners of Hidden Treasure bras, 
now being extensively advertised, 
shouldn't publicize the fact unless 
they want their friends to start 
prospecting. 
7 
“I was signed up without a 
test,” Nancy Guild, 
“and yet I had no previous acting 
experience.” 
Did anyone ask what’s wrong 
with the movies? 
e 
Douglas 


screen says 


Sen. Paul the solon 


| from Illinois who as a iormer col- 


lege professor is expected to know 


everything, wants business ex- 
penses held to $25 a day. But it’s 
two to one the professor never 


tried to entertain a thirsty custorr 
er 
e 
KFAB points out that pants with 
pockets are popular with men in 
its market, and it might add that 
they are not protected with barbed 
wire fasteners 
e 
In a recent news story, AA iden- 
tified Sen. Capehart, of Indiana, 
as a Democrat, which is practically 
the equivalent of charging him 


| with being a collector of internal 


revenue. 
a 
An agency in a midwestern 
town says a $10,000 salary there is 
the equivalent of $15,000 in New 
York or Chicago 
No taxis, 
night clubs? 


hat-check girls or 
7 

“Good coffee is front page news,” 

says an advertiser of the king of 

beverages, but fortunately it isn’t 


unusual enough to deserve that 
kind of notoriety 
+ 

There’s at least one publisher 


who believes in his own stuff. Lar- 
ry Lane, of Sunset, has just moved 


into a new magazine home pat- 
terned after the typical western 
ranch houses portrayed in its 
pages 
e 
“Ethyl boosts Boudreau,” re- 
ports the world’s greatest advertis- 
ing journal, which may have 
anticipated a story with a Boston 
date line, “Red Sox boost Bou- 
dreau.” 
Copy Cus. 
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SUN OIL IN $200,000,000 EXPANSION PROGRAM! 


Already the nation’s second oil-refining center, Philadelphia is 
growing greater in this BIG industry. Sun Oil's expansion embraces 
a polymerization plant for high-octane gasoline, plus a plant for 
lubricating oils. Other refiners are also expanding—for a total 
= Chie projected increase here of over $600,000,000! 


ace 7 
CIRCULATION MORE THAN DOUBLED SINCE 1936! iret 
] 


Under THE INQUIRER’S present management, circulation has zoomed the [nqu! 


from 277,994 daily to 648,098. Sunday circulation has grown from 
697,306 to 1,148,421. Advertising has climbed at the same swift + 
pace. Today THE INQUIRER stands FIRST in TOTAL, GENERAL, P n 

RETAIL, DEPARTMENT STORE and CLASSIFIED Advertising ! \ 


Now in its 18th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! 


~ 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg.. 
| Detroit, Woodward 5-7260. West’ Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery Street, Son Francisco, Garfield 1-7946 © 1127 Wilshire Blvd. Los Angeles, Michigon 0578 


Che Philadelphia Mnguirer 


Philadelphia Prefers The Inquirer 


2 te 
. ee 
| — 
ba: 
| ’'S 3rd MARKET iS STILL te 
PHILADELPHIA, THE NATION r eee "eS 
/ So i ee 5 ss 
nae . ees 
; Ee 
id Pgs, . “ogee Cae 
Pet _— : s -, 
y , . ‘ ’ -" a Z ) ag) 
x . : : : ee: i . 7 
mS 
: pat 
' +S LA 
e ss 2 
‘ tT being ys Pine 
a e son Be TY re see © bate 
strially: ioe SelB) Ne dM c 
‘ ‘ ‘F eseeete ttt ToL : 4 ne 2s fee. 
' ! ae Ht |e os Jitzwe “eas 
e a ey ZS tine wee 
| Ss ee —-~~~ |e =e ae 
p S ix: 1%. — . <i 
‘ a ' | ; y a 
getting | s 
Ck = 
et 
are 
ae, 
ray 
: hey 
: ae 
J 7 ; oe, s 
~ Fr - elp hy. aad 
[x] tn rent Dguiryy | 4 gS 
Re ee mae . 
‘t rf . : Ss — Aue. Fan . = ‘ ore { . ‘ w x } , ie 
Pittha, led % +) SS 
7 SS - i 
€ te : : ee 
* : — 
SS aS S 
SSS * eae ~ Res? 
eet d keeping 7. 
= An time iS oe 
| 0 bs 
the ne ae 
ae 
irot i 
G e 
a 
eee, 
a. 
oe 
rea # ae 
{ 4 ' oa 
PI ul es, 
hts. 
eA 
ae 
at 4 ne 
aioe 
ae 
“pee 
re 
ees: 
ter 
ae 
ay 
pe 
‘ems 
a. 
ae 
* ; _— i 


et sae : Oa bot ae oe 
\ ; P ahs  aemapecg gem te coe 
bis ; te oo aire aa 1 Mere =F ae 
cat f x = a fe et ia te ee: i eee ae 
‘6 ee ihe yee) ee 2s ay Pai x perma 2 is Yo eine iSA i's Saree i a 
4 oS Siig yee eo ant a 3 4 x eee eS “pe a ns:sdit a Ca sah (aaa ‘ea > ee 
7 ; Pres = i Ga a i n ey Sie ae ego «Ana in 200s: 4 = 
3 te oe eae el = a Z “She Dale , ae : Seen ms + ae : ne Be: Ee. 2 — 5a 
. F Riss Age oe an oh a res cee a — ai d A am eae pee 2 a ; er tae. 4 oo, ¥ 
: : ae bso ees eee Ss ay ee ee ae a a a ey Sa 
fc : as hz (4; en om Pate > 7 7 pe Fat =, ae ee LY 7 ae = eS os hee a 
‘ , cs. ole aay Rie ha ee 5: ie ee ee at ee 1 a “= - pe Tate : 
‘ 4 "al Sirk ts Pe ona » Fin + © Re : See i ee tf See my - a ;. E eye are 
4 ¥ Sane EN: ae Peg :? eke ie Se peat) ae oa fe i a Beery Ne 
? ae fetes : 48 an ‘ mee ieee ra pas: A ho ee: f ay a: Ba peat 
4 et Bote) Ry 2 ho’ ae a wea ee = nota | aaa 2 a el ee oi “= ee en a , 
vot Ss ee Es ee a at a ee fy gees BS - 2 ae " ae ea wl | ies 
t f ae cy ra rey 7 Pe ee oe Fe - kate a z are ee te ban a a a ee has 
i ry Bre fs saree! tas ey ee ae ee ee page Tee aims a 1 rn Be as “4 ee 
Ke inate iy ene ‘ame Sonne Ah ine bed ae a eRe a ee ‘= je eT ag Poke: i 
by “# ee: Gases a : ie See 10 ae Ph, eee eh os eg 2 toy j=) a ae — a. ee 
; Ree, eae te a oe at - erat. ae Jee ree, Se eee a Bip oe 
i ae : ay ky cz i aa ee | Sete ee ee _ 2 ee ef) i: 1 ee ies “Sa a) 
ab - ae. "gp oe : = Lae ae ego, geet ie ; ; ant AGhe ame “ii ae ee 
bead d “ae 2 Sys ee tee er 7 7! eo Ba + ee care 1 ; e Og ee 5 sie ad he ae a ie an oe ee 
‘ bs — eae % : a t ie eae a Hi oa oy — a he * vt dad ig Eo) Lee, 
* as y Setar ; es ces 5 ae ES 2 a a ee : Bi = ee re 
. a } a ta ; i; ca en ‘ead . a ? ee ae 
‘ > xy a Be toe. ce a ees, wa ee ay Pg ae a : 
lated se Bes. ek: Ss : _ 5 Sheek ae we ees . 
2 a oy, eg a4 : ‘ai a = er 
aS he ; na ; % oe 
- Te ‘ Ay ep ( Bete ae hee B Res baled 
2 " aN : oS ae a 2 ee soy 
; 3” ee aes Ay Bis S3 
- wire ee le a od cae 
Mii Py 2 ay ihe se: ee ee 
5 aa EK aa ey eo 
? 4 Se +5 an ; a : fen ee 
ot ae nh a : \ 7 a, _ ae ae 
ne eS us Bee ni le - aoe . 1a ae . 
ee be eae, ee 25" eh Qiae = ae 
¢ ¢ ee ede Be ane Eo ee : lo)» ean : ‘ me Be tie’ 
ig Bre 2 ae ae tae os 4°. = =a . Sy are 
‘ sig? Rese) ae ‘ cee a ee | ee ee aes “ 7 a e¢ 
. te (ie ae “Sey * 1 by i . oat ees 3 ee Mee ;, an ian eal , 3 4 cane ah 
‘ ; <f aa oo.” i ai | & Sak BE ; 7 ea pe ae. ; * % <~<_ i. 
ie ied a “ee %; oe = r ‘ no 0, eas oS ay) ae td fe : os st . 
: ¥ : E a? ape es! a ee ve 3am 
er Si on Be ce ‘ SS : oot 2 as 
= in a ie r ie are A po a 
Bo de P 24 Ben. 
1 > \ ee ws x Rey. + ‘ 
; : % Boe | 
ae ie : ne ; cou ae 
ee oA : fk pace. 
ee. cen eh * d Co & 
Se ‘ ao Sela a ait Se: 2 3 
aae-3 Ree ae i : se sige 
age. beget Ne oe me ee ce, Gis 
rt. hile Bret . Bowe 
pe Pome Is ey . Poet a 
ay ei cae : 
eae) Ay : f Nin re Sina 
a tia Se 7 eae 
a hae he) nd a oo ee tu 
ae SAE ee 4 a ) ; ae). 7 es 
vee, Mhee em a J ea) epee a el! Pace PEs : bout, : a : ae a Oe 
meal 7 ae Bey irpeere ss = Be ee ee Oy eee a zy ae 
Pa : SOG % ee me j aa Seth =) a ee ae Rea ott " a. ere ares 
: kid ‘ age eas er am are fo ae er il) eS ae a ean en 
4, Ne te , 1s Bt sci ke sh Ce Rs aos ae a) Cana ahe 4 pe meee ace” ow ger ie ete aes 
We aes sake vate ‘ ee igen ig ene Pie de a ae: Sees ie pee ean ay 5 Bc e 
a toe ee Ba Nae Nn , Ot ae a St eae gi ere OM hoes aa? ae : oe ee 
@ : in a te § 2 oe BS eae ests, 2 eee. : =. cal es b>, 22. i “Nieates, SF ae 
. Le ati A ee aes enek” oe a oes eee bs Mo Fe biios boxes a names ‘ a ay 
a Salm: marae as eee GAGs — ease Pere een t- ap Eh ee _ Mele care - y 
‘. +S limp Re fee on: Ene ane < oe ia aan: ee Ray i  iussag-2 a ree 7m ioe ‘ 
aoa Pe a “che ae eee ae ae ay i aes ee  aeeles cat ee Bc ' 
ae Hines a ly en * ee ee Wee Fy = ees E i gees a io oe 7 a Ad Zi 
fe ee bg eee a5 OS a aa * Seer = Re ees a see Bat ks ae 4 iff oe S 
eee PP ie J OS og - 2: eee a Sees ee pia die” iterate Eso oot, Sa a ee Ae 
“inky : rp eos ea ee ta oe, ae 1 i os ae SS pes 5 i ee “4 Be “ : 
= ra ee oo <a wage oe ee hare a aE all uf Be 
aS, a Cees Aah Seek « Tat eee ee [eS Re i ee, ace: ks ‘: . See 
=< “4 Re Ee ee aa 1a eg ae Peewee.” 4A eee om. rs nee eae " a i : Ge eee oe 
Y Weds melo ee Sse ee are bs aes Aas a oes Mae Bees ae y. fe: — Pe 
td aes aa Br) rcs en ie ~ OS lh cee oa ‘ eee v4 Ee 4 eee 
A om Bois “a pe . - saa” re oa . oe -. ate ee Pape oS eee a, ‘yo a ta 
sm gees te lee ae “ 5 hs, Seen ae Bs > ag ee 3 
| eS a at’s how SOs ae : i. 
Pe a a ; fee ray Late 7 : By 
a i ae uch money —ss—w” 4 ae 
ath rut gle al ce Oe eT | See Mec — Berm 
é bas ge ap ft ee . ' , 2 a ae an “4 ; is ame ke 
a Ae het — es ‘Sa a x aise = ay 
2 ice a oe a 2. hy =. sati 1e ‘ hd e ee a a - ei i! a : 
a mie 4 fe.) e Pe at - 7 a Ser oem Cf 
; a Viney tener" i 5 ae Do —, f ae 
‘pal OT a ‘| oes my re oe 
ee big Pay mee ee Seg é in a es ko? ses w 
i wes Dae Gh i, ree . 4. ae a eek 
PASS eee Rc eg ae . ae a Reece ; 
ey. apes 2. RiGee ae. ur a a — - Se tae 
: we eee 2 om eon ae 3 =e a : Bat os uy 
a8 ee FA) | Soe a 7 v in Ty 2) Fe — ; ‘pe Peay ty Maes 
ts eee Aa Re eee 7 ; Aihe oe ae ie Leone) 
; es Ye eee oa : xs : < aoe | Y ee eit oe a ea 
ak ; fisgss o Pea kt i ‘ ah as Ss ee Cts a 7) ae : a | og 1 a | 
oes i ei <a % a Plea es ieee a ee ay oi || ain * eae or at pee 224 ro ew ‘A 4 E ae 8 
Dep "i 4 ia oa ea. ae ape hs ae a © eo * i= ‘ ath, “<3 Ee ce ae 
3 : i / pt eae eee re se 2 i a: Ae a aoe ss ee 
ete ; 4? me hy ees 4 Pos! a me ae gate aa ah tn ens ‘ a ae a 
* 3.4 Mg B By pe eee ioe Ay ee ees ; aes we oe ee eo ts le _ ie 
1 Sa oe " feo det So Be ve Ws Bn ert ia aa Be ee. ; Bay ee eres “eee 
iS  < . Ble). om ae 5 Payer Wee we: = % RY: Be Fie: Se “Be chemerre a yg - - ; = re 
} age 1 eto gee se aoe te i: ns = Bas a 
ce ee: font Be eta rete i amor ‘ hee Fig “Ht oe Pt al _ Bee \ 
: Ag x Brat. Vi Se ee Wei es ee 4 ; a ee es 4 ig sans 
Decne. 5 2a ee pe re ae Sere 0 aera oe ‘ Ng a a oe at © . 
eke aa, See ae hs TNS Ee ath Loe ee fe Baer nde = poate ‘ 
ees ‘ f Teo me tee Go . i ae . a : e 
beat te. : oul a Ss ¥ a Mey 2 
Fee e “ — Bete = 
rs : : a SS 
pss ae : : 
-( Ab ‘ \ 7 ; 
f riche. eae 
: ; Gitar. ; i 
: ace ‘ tee 
ieee ee \ : ; 
Boa, te aay \ ‘a Bie 
Pee i me z . ' 
ie BOTs = : = ae ) 7 ‘ r , . s q 
eee oS dee ce a, alee ae toa -- Bee ae ss i < 
aera ae ie eat : cae eae oe ES un . : 
i baba EG ih ae ae ee ‘a MN ee oust a eee i ee an P.: . 
. “igs hes hae i a ee ade. ae “ a diate = 
* Seok Eicon its: ee Se ae, iit eae ty 1; Viges ite, eae soa ae «ee 7 7 i —_—— 
ai ate. Seat ee Re ae : oe Eee eee ee er. = ‘ z al an 
ae em a ae ee ee eee 2 > oe "4 oe 
t rales se 2 a eo: pas 2 — ae ot a See i, Sp # mt Pa a if 
ae - a0 a i a - ete tae Se ¥ cvs ae a A aed 
Seg Slee 0 eae z it On, ee eeen es = Se fed BS ioe a as ‘ 2 2 é Fg 
tae CMe eae, a gels pis Pere " eae oe. ee aa "ee a ae ig . 
‘aa Ree ee ee ke ee. tee ei tay eee Aaa ba a a ‘ 
eee Wa ide Rr < Aya oe S oa ces <a oe Sher. * i eat i ‘ 2 
gh Be Ae a Sarg - tigger ia: eas eee ie Rear al _- 
gh dex ron ee eee : = a ae tone a Bee si ae a < : 
Ew alge 4 a See oe if SPARSE i See oN sad 2 ee a tex : 
; sae 1 PRR i Ra * ee 3 me | eae ve ei Ge me ag x. 7) 
pee eo ee eS ae a See Bae aan Be 
: +s pe i Baie "eee ee Be 6 Cee tet R “ae Ny ois aif a ‘ 
my ah ape Ra Geli. “oars ; ee Ce i eee <4 ee eT oa: 7 
: eins eee Mae ee sh ae cee = am Eee 1 eo a 
z ee ea: “the ei Aa, tae is) aS * Gm : halls a a ae: x 
ae hee ieee a a ee eee a Re ee Os ee eee ag 
| aes ee i a a) oe eee is ae = rR Bad am ne rnd A. a es, se ae be) Se _—. z 
: so age: f a. ee Ces Vo ee oe ee 4 OS neal ‘ae. 3 
é ee Papeete ae a ne aati Bre: eee i 159 PE ‘ en a : a 5 
he Tepe Fae aes Oe 7 ie? ae Bie, a Cer 478 alls" Fea ripe a ‘se 
ee a Vee a fete: co. aa a eee Es, é 
He a ely ae eee a a ee pia gt ot , hate es  . ' 
ba Pe: re eS Re ae e cer: | rae a Poe. gd Cece. ae Nabam =, y Pike r 3 
1 be a i a ee ae ate —_ Jee ag oi Pos eee? fw. aD s es ie 
aes bf, ae am, ee, eee Py eee aa or ee aes bat 4 4 : a > 
aay # tee * | ae + " oh ae - ee aor ie ei eee ay a. “, 7 a. E 
bee pas eer et OR eS Po. a a ior So Us hn rik Ps: a : = 
‘ PPS i ys oy 6 4 eS ae Spare - is 2 ae So he hee 0 Tee re a, te & 4 
gata bg kee: be 3d 2 irene: Be ae tes ie Fh). «a ae, <a : 35 +. 
aes LF eet ti ree oes Bee 2 a eS eee Ae a a ae ee . 
‘ are es > es i ee en eo (ae 3. ee vies ey ee | eer is ¥ 3 . 
eae oF; i Li 68 a shee oe x 4. eae a ae ioe Se A : a 
gue tee tay! 4 ee <a ie a eA pat Co ae 3 ee i ; A ee 
bas tes’ ae Sth few ei.4? See'Y ae as ‘in ae 7 a Tate Lem eee ei ea, ee ee 
ae ie ae fe cee ae eR ae fae ant ae = ec Frage 4 nt aa 
— Lie 16 Wes sk es eee oe > eee. meee or tae ae y ee hae fe! Eg Bes 
A fea ae 4 ae a. oe ae ee: a one — ong 
: Bit eee ae i. mee a ee a cs ae Sa et | a 
EB ee ae we) ee Ue “* By ooo : a eae ee a +o Ton —— . 
Me Se ee Be ee —-= ‘ ee tle a. eh el eae a eee _ — : 4 
= ee an g aes = a ae te a ee cae Oe or 2 fe Dee e . 
qe oy ee =e... =a eee: a ee ey — oS 
} ee mae 8 ee ae ‘ee Al Gee | ae a ee ee ee Phen: 2.7) Boe ei "Sy. — r a 
a be Bi Ly Bore -, Ae ae. 5 eae Bee & as Weed mamiate : a 4 ey ae a ? oe 
Baie “aoe E Bie te ip hee ee oN ee es = te oa : F 
Res pet a Mert Ro eget pee ey 4 eee ee GAO: cn Rh = 
Tm ee ae eee Po oaee ° he ee ae (en aoe ae a5 oe. "Pg ” 
eS a Bee ee a ae - < ie - ae 
aa ae Baad = v3 SJ pipe 2S So: ia Be 7 La, i ins Se be - Sa 
oa efi ns ; fete eg ee Ape: See Be ts. tae chien. 2 a eee a ; 
Ro ea oe oo Sa eee ee Th ele ae 1 ee ee on a arr Pa - 
ee "i eon aris ptt Sal IS ee ati tg © a es ee et Cee A ae ea A ig - ; 
nis } ie fe el eae fe. ete ears age _ oa eee tee saat ine ie ae. j + oe Me pea | a 
; 7 cere Bias es . Klee A, Me jag rae ee > oe ied 
é : a at. See ie Ae ae iia 
iy SR epee i ed, Monet” Saag ing oe ee oan ‘ 2 
pee ae eS, aie Ds * a 
¢ “ds 3 ey et 
1 ee at { s : a a : 
Pes. a a a: pe: ; ‘ . : : me y y 
aw amen. ae yen ee : a | a 
a ae Dbe 7a Loe se : eee i : — 
rn re oo : aes : 
+ cee et beg 
~al ite e590 se As 


FOUR MONTHS AGO we ran this ad. It told 
_ that advertisers spent more than a million dolla 
"in NEWSWEEK in October, 1950 ++ more than 

~ $1,190,000 in April, 1951. 


~ Both figures are out-of-date today. For this mon 
October, 1951, advertisers are spending more 


— $1,300, B00 for the biggest single month in 


" = “3 
Ce 
235. 7 ae a eames a: cae 
oe ; ee : sl ee ee i ae SMS ee | soa 
_{.o- OFT SS —_ | yee os 
a ara - ~ ie aiiaaag 4 . aS ae, a ee a oe ag ra Briar, | ed oF eS 
2 ce Se ee a 2 a ii os eet ee Re Shah) = eB 
a oe ee i od > wi . BS 
¢ i a re eh Ss i eke S Ora a s ae - 3 oe) 4 ne a ee Lae i i eee, 
<a a eg i E: oe ca r : ‘ Bie» mes | Has : a : hy. 28: ie. 
5 " ah pata ara ras e: 7 a PS ee cs  *e Vi) Te, 
BOR Sar & i ad ar al i a. | F, , eek iat, 
oe eo ae 5 cS eee ay ee i J hy ay he | 7S ee pea 
¥ a ee ee et eee ae ae ay asa : Bee fame Ge Bp 
gee ai eee a : on ~ ae art ae: ae). ae arses 
‘ wy ee ae os. =! had . a *) ene a bo eae s+) BP Vins oa 
~) RS 8 a ey Ee */ ie 9 = a =e a en ea ae pees : ok een Be) “3, wl 
meee gene Lia's Aa S ve a. pity ce Pe ae 
a ae ae ie, ene mee oe r ates | + ; eee st 2p tee z he pegs tas 
: cian 4 ee a 1, eee ‘ ie : ee a aon ie 2) Baas 
we Be, bin ae ee aa ee: Bey ee: Sf Be aul AS ee ee Ae) 
aa jae me. om ee a 5 aoe, ie. Tommi gs 
. oes = a oo ae, : a are ee i. ooo he aes ae 
é Sia ie} ~~ ates) = ye! <5 ey i i ve om prs eats ee is Pst : 
sis 4 3 al : 3 ; ae BY Rigel: Pip eee Se pee 
x aoe ie a oe (Mie: oA oes. | ee a age oe ane ; Pee. a 4 Be ct tee 
a eee ee ihe rer rk a :, a ae ae : ee te yo ee 2 © eee at 
i vas a if i a8 ; oo. aa é - Pa ney ae is ae ke ae irene rt 
ry aay aoe e: : He co io dim oes ; ies co ice eer 
as : a "4 pia 9 + sae - 5 ae ao ; eS ees eae eke 
os Ca a <a a “om ; = a = ee . idee | rr Sede tee MU pgare 
a eee ee or eck ee : ee 7 ¥ a tam o-he eee te a ie* : ee Pee 
ee yal ae eo te hae : 7 oe eee cry. Fate od ae ae rie. 
5 mre 2 a Pe oe —_— “eee a ee 
MS Mapes ’ eo, oe aa os a a ee: Beg 
i ee \ i ie ae a eae oe e Siar a St. oe Capes 
ae er ; . \ ee: De aay - ae Bi ee ie ae ja oe Oe ame 
5 a ee te T Se eg = a. a ae: eee ee ee ai ig Foo ed 
eee eee oe . ahi oe ee aes ee ro ae : ae. ae 
a: ai 2 Ae. ee ple a 1 ee ee 2 6 EE ho 
4 aang Meee Oh . fe. : \ ay) Pe ue ‘a Ee ie 20 ee ieee ae 
ies age a oe Rees a eae oe aN 
: F , i —_— \ oS fot oe : ae ee oie Pa ° —— ae ei ate 
aa : ; a Me 7 \ a ‘G ef a Ne | eeu © ie ect dt eee 
7 : ; : : \ —— ; Sa “a aa. pe le Bip aete. o Sat Re 
- than , 3-2 os F ee ee ’ f ee 
; 53 a a : Bes ‘s aie ; a Baer. are h. 
re Aepok rs ea \ Ba 4 >. | eee 
Mai ha oe ; Siete \ - 5 F ee : ie x 5 2 r NG . aa “ cs wee: "kok, 
; a — fen a \ fs Be k eras) g ts a t Fed —-.. ofa Searint Pie 
Sie. eee {9 * meet me ae " ‘aks be ee 4 = a a8 ; ee: C7 a a oe a ae 
u << oe ee ee — \ -. ; ti hie og 4 Seu. ; i es 4 pera 
ia a s se ae if \\ aie a > = A ; 1 3 ae ee ae ree 
pion Rie . a : 2 eae a 1 a s PGRN ate Penarengenaces © C7 
iv a == \ é a Se a S Prag Fee “ee at Bet tos agg Bene 
: CO) ae . . - : 7 re ee % oe . ay = i i <a re ae a ee > es 
: > 1 ia ia aan . ¥ ay i \ na a ee ie anes S Ge a Be eth Aaa, Pe 
vy I : ae ~ ee a ; \ eh a 
< Py a a a ri : a ce ee bas: 
renee ; ae, masann® ' P 7 \ iene ; re “ : eee age cage 
re ; . news A “ie } i ieee " isa = ime co Pee + a 6 ae i ee ap ye 
‘ ee: os at See—— : ’ aS Re eae ek Se Bye? 
a ho a ane: 4 ae 4 ; a i, a oo a ey 4 ‘gate *, k, ah vay 
rn : fe ta ‘e «See es s — a ; 5 aa iA aa a i‘ a Pe. Pee fan 
ae are | ei: = on {aa ee Ota De is Bal ey Lan ee Cet 
SS Nie re a ee \ ‘ Bs: ; a: : i tte shane 3 ee te ES 
A late, ee eee ° Sha aa _ _ Bein =i Pert: ae oaeast 
ME Ss pe | es me’ a a >. [ees , it * oe oie + et ee 
ai ys oa = eS ane <5 ee ee oe ar ae eee moe ude 
ee ” ie — SS Sg ES eee: 
a mi : + oe : Fs pe : sae ae. eet Ms [oe : eS Se ie recs 
i > ee : : - é ee! © : ie : ee m5 Ao is ; pee Gite (Gia omaed 
° fo eas ae : : — ee a Se 
ty Sire ; < Re - eel — Woe My eo Cy ck Meeas ep. > 
ee ie * ae a fate |b Me 
a oe, ry oe ee oa Lo | er 
ae eae pie 4 . ee le Nie: ey hae 
; tae ae ee — i <page Ee tee 
ea oon a a oe: Pre : ‘ i = = a cr ait ae 
ge Ee eens ae om = ae Mas Pras S95 Be Tety 
: gee ee: ag a Cae Peo ae hke (ee, 2 eee 
» ae ne : 7 PE Sr 7 
5 ae a aa oY ni ee ee 
a ah ae fe. oe Se Set, Sot cae 
™ joksehehe, r a. yh i ‘ 7 3 Mears hs ee 
ve 3% i oe ae soa By. ie ei : eee See x sas. 
a eee Rae hee Sook — , ie 
ee ce a Et :. tener oa 
ae a acs: Core Pie ee - eh Pepe: ae 
ae ae BB! cag sae ea: ee ape 
nee es i a) ies ee co Se east f 
as ak Bes oe a SO ot ee 
Pe ea so = a ‘ an ae: een. reg gts 
a _* su i, FA : ee ie er Eye 
ae i. ae ere ee 
ee Se ae a 
4 ah a 7: 5 — aT . fas —_ hag — [phe fk 
‘nA ¥ Wie 73 ; Ba 2 a ee a ans ae oN 
+ See oe ae on eo ae CU RS et 
i ee ie: — ee ae Se > Se eee. % | See 
| oe. i y i = ii eee ie Pa |e Some 
| ae es 3 Ps ae es - Sas ie ed 
La ee ea a, a Ajai i ; semmeee, 2, Raa =, 
ey iew oF ae. Mae aves ~sees  ' ae Sea 
a ee ae = i (Se CES 
ca? ree “eek ' E ad ee a? a Be. : at ee 
fa, ate am enh . 4 7 a San, * 4 aso F sats : pe * 7. ns Yc mre | Bt Ae , 
RE ee eae NSW grr EEN s v CCN . rt ne ae: Cl, ee 7a 
ite *~pemter +5 pe Ne ee ve 3) ae a a ees cs Aw i 
7 x artis ear to agree) | * I oe i Sai 
ea = repeat (and adve app i ee ns 
‘ } oe ss > ; e : , ’ * ve /Saeen = : - Ra eee ae 
As ee J 3) A: ae ; Ny i i eS No es 
— a ee 5 Py . - Bee as 3 : bee eee oe 
ee . o ising. S$ I CS SE ae 
: 2 _ advertising in NEWSWEEK pays off, ae). ee 
sim 4 ioc ” 4 i‘ oo ee See =. ae ee bs s! a : ae Es ue Me =. Ret oy ioe 
ee : a ee Ye ee eS ie ; i. eae Sete, Ad 
ee ec “es Bees = free i . Tas ; 6 oa t e/a Lo) Sn i, Bre: Rie , 
e =e | P as a wr ie a a So = tie. tae : a Pog a ee 73 
x 1 nn _. ) a se a Ef ah eg finan 33 . <r ay pals ial eee 
- 7 aa oe i % as ee Sa _ a ee. P23 le ME 
ss 7 a > rg FR ee =. ees ‘ i Lee Beye, hes ., 
bam he a : ll ; Py SE Rs 
nM 2 ie a a as a eee Be, mo : a BS Pa ee ee: ps 
~~” _ . Sa —_— i ia 1! 2 : = \ eee 
seal err S — i ge ae Ce. a Pie a 
‘ © 3 ; ah. org er He : we im . ee Re Ey a 
S ‘% ae * a oe me - Ee re ie 
Ege ae ; i. a ee ee ae See ee 8 
\ ai 5 a co eG a sy Sie G i an Sees ; 
; ope .. ae Pee ee ee ks ane aie hae FAS, 
ose ; ee > a ae ie, ce: | See sg aera gre 
“a - ae fe " a - fe ed Past oye i, i es S ery. i ec a 
Pee aa ea aca ote. hy ne 
— a a 0 eS 
a — tie. « * Ee a cee e. Ree ea RM ete ya aS 
= ‘ee ia : (> eee Be ed i Se.” Ryle ues betes bear Bi Oe 
— : ; re i ~, ia ee : E : (es a I Tio Seales Me 
— ¥ : — 4 Bie." eae | ag : = SS ee ae oy eae 
. — 4 ana »! 2 . Cone ae) A eer oS i : way he ag Sage FC te gear te 
ss a at a SS Se ae 
ee oa aay es - Sa . bee a iat aire enna ea 
| ; - “- = | i Ce EI. 
d i a ie u J el ae “2 oe Aes ae eee < Kher 
' . Se | 4 i aa a as i 4. & : ie oa Set 2a A 
- 7 ‘ a —— 2 ae Sie ee ay Pa oe eee BES, 
' — ‘ eas By a aoe a : Bt a Sar es ee es ae” 
: ; rr : i Jaa i > Ss - i Ten ee eh cates at's 
: ¥ 4 ‘a ty ae _ ist - pk Eee ey ae 
: 2 ie . ae ae Sr eS ee 
= ane \ 3 a). Ps ee ane EE eae. ~! Yr rae 
= ¥ pi a: =a >. Sagan TS a ~ 9 ees) Pas °° fare Bape NE tins 
eee ag i oe pa ES oe 2 eS 
rae Meeacge ‘eee a oS Lg, te oe , ee cae rr ee 
; rer ‘ Be c f= i : 43 ae a ie 4 Son : a e cee ie ae 
Pree. i hy - Be ae. : -“ - sk a eae i eee ea. Sad Coie 
i : ae + Sa ces - oy Bee ie ia iS a : (mess oe ae 
A eres a 7 a : an ad 7 San . i- of ee A ‘ 4 bee + : ae: ae ; ns OY 
%, ae es rats Sek ate ie ae eis. Ae oad : : Rew) = Eo, ean wd: 
: eae ae ae 7 , 4 ; . an et! ge : : Bh ies Bo ee ee, 7% 
oa aa * : e 3S oe ae ee a ‘ | es a SPM 
, — . > Be hee: >. Rew ae ee eh ae es ae gh : 
«a Pt pp os are eet a ay a aia eee gS eek 
a pe ee ce oe eae Nay 4 z=. mds ue le eM 2S Eg etna her 8 a4 
Ss Sg yA - ° /} ce 2 F ais ca a . at Wee ee 
— ae ' ee i B a ae ee”, ote 
— > laa a ~ so eae he oo 2a Met ot 
{ - he oe eee ; * ; a ae . ph : ea 4 a ‘‘ 3 oat he af Bs 
a cl ey . } # eee coe 
a iit ‘ i . te Pe: re = ra] - aa ig epee oh 
7: Se + eye E) . Te ae Pe 
om pre my ae eae. eG SoS: Fa ae 
a i ot : le : : oan 2 By te ae ae 
j eae j ee : ao ES Seg eR Sy ae 
ee : 2 So - : ° : a4 ; : im i . ee ae bit 
_ i aia an : oe 4 pea es ‘ oo. Ol iY ner 
_ % PALE Pee : Soe. % tS ce Sr ; y. Se 2 et iN 
— as r ao =e a 7 : ; on . ‘a , i ie See eee ty 
1 ae. a: es. me aan ae a ng a ue : eo a St eee ae es 
— tt ot ey ely it u _ a. ‘ahaa ‘ ist a So. a oe ee ss 
; iz ee oe 4 a . - ee , 20 ee: Teen f°. TS DS Speers 
— es! Red " a! ae an a Bet ee ae eee : ; Wa * * Eanes e 
3 i a a oe 1 an ee ae ee Nee SS ae 
z x f . i # ie Tee cers a an ec) ee a is ce oe ot nee aa Reg 
= 5 ee ae —<- a ros ie nee (eee oc ee se 
re rae: ne aes. =: i an = er.” > pee eae age ine 5 Fe 
“eg : ag io ie Sa a eC erg a 
P : ars Ue Gates a a yr : Bee. J.) Sage ee a ; re a 1S OBA tera ater i 
sna Kris ae = a ee. i a ary | cogeweetree ye | am oF a - eh Oa Se he eee ee 
, sant Be ieee bl 2s ee oy a — ae Yah i ‘ Re oe kee 
ae eee rt ot oe a ene. . - eas. i Bey i ees “ae ba h es ; La ‘ se he ees tae A A 
oe CC oeg ee oa - : - om _ Pe oe Ce ; yO ry Wes ty 
1 — SS gies ie ees = (rahe oe ee Vio a Le ki i 
Sars, eae. deo oe _ a eo <n ae he 
: aor Pes ee 2 ae + a. i 
were ie a Oo ee : 


« 


16 


Cost of Distribution Will Increase 
If Ad Budgets Drop, Kolodny Says 


New York, Oct. 9—Any inter- 
ruption of advertising at this time 
would substantially boost the cost 
of distribution, Joseph Kolodny, 
managing director of the National 
Assn. of Tobacco Distributors, said 
today 

Describing an efficient distribu- 
tion system as “the foundation on 
which our industrial economy 
rests," Mr. Kolodny told a Sales 
Executives Club luncheon that ex- 
tensive advertising and mass pro- 
duction would be “rendered null 
and void” in its absence, 

“Advertising is a costly process, 
reaching the phenomenal figure 
of $5 billion a year, yet no one has 
as vet emerged who can assess its 
actual weight and influence on the 
reduction of distribution costs 


e “I have no compunction in as- 
serting,” he added, however, “that 
under prevailing conditions even 
a momentary discontinuance of 
advertising would sharply increase 
the cost of distribution, because 
when you stop advertising you ul- 
timately paralyze the mass pro- 
duction facilities.’ 

Mr. Kolodny stressed that ad- 
vertising should not be saddled 
with the entire burden of convey- 
img merchandise 

“That is not the function of ad- 
vertising,” he said. “The power 
of advertising can be brought to 
complete fruition only by a vigor- 
oUs and efficient distribution sys- 
tem.” 

Mr. Kolodny was critical of ad- 
V@rtising agencies, declaring that 
they have not, “generally speaking, 
awakened to the realization that 
their job could be more fruitful 
Were they to acquire a more basic 
uBderstanding of merchandising.” 


’ 


- 


@ He said the board of directors 
of management staff of every 
agency should have as a member 
a merchandising executive. 


Mr. Kolodny urged sales execu- 
tives to avoid conventional rou- 
ties. “Stop trying to outmatch 


cOM petition in advertising appro- 
priations,” he said. “Stop resorting 
to price inducements and all sorts 
of routine methods that reveal a 
poverty of new ideas and an utter 
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absence of originality. 

“Let’s have a long-range mer- 
chandising or promotion program 
and forestall the pitfalls of catch- 
as-catch-can merchandising.” Mr. 
Kolodny said the American tobac- 
co industry, now at an annual vol- 


ume approaching $5 billion at con- 
sumer levels, is hampered by a 
“discriminatory and unconscion- 
able tax burden” that now 
amounts to about $1.8 billion year- 
ly. 

Despite this, he added, the pub- 
lic appreciation of tobacco “has 
combined with dynamic merchan- 
dising, advertising and distribu- 
tion techniques to enable the in- 
dustry to overcome this unnatural 
barrier and accelerate its own 
growth.” 


Griffith Appointed S. M. 

Homer Griffith, formerly com- 
mercial manager for KBIS, 
Bakersfield, Cal., has been named 
national sales manager for KYNO, 
Fresno, Cal.; KCOK, Tulare, Cal., 
and KBIS, and for all Mutual-Don 
Lee affiliates. 


Alport Elects Billings V.P. 
Marion R. Billings, account su- 
pervisor, has been promoted to 
v.p. of Alport & O’Rourke in Port- 
land. The agency’s San Francisco 
office has moved to 275 Post St. 
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| Brothers Named Publishers 
Thomas F. Ferguson and Walter 
| Ferguson have been named pub- 
lishers of the Herald, Manchester, 
Conn., evening daily. They are the 
grandsons of the late Thomas Fer- 
guson, publisher. Thomas F. Fer- 
guson also is named editor, man- 
aging editor and business manager. 


WOV Boosts Ruth Thompson 

WOV, New York bi-lingual sta- 
tion, has promoted Ruth Thomp- 
son, sales promotion, to publicity 
director. 


woMEN RESPOND 10 SERVICE 


HERALD 


SERVICE FEATURES 
Sell More jor. You! 


Service to the ¢ 


to match 


-AMERICAN 


portant part of the Herald-American, 


‘customer ts a basic prin- 


ciple of successful selling —the better 


the service, the better the sales. 


Following this 


the Herald-American has developed 


a dynamic sale 
advertising sal 


tive. 


It has created Service Features 


sound sales principle, 


tomers and to thereby stimulate 


greater buying. 
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the. interests of your cus- can 


coy 


get practical buying information. 


Herald-American Service Features 


er Food, Home Furnishings and 


Appliances, Fashion, Beauty, Travel and 


and 


ee 


‘s force to make your 


es message more effec- 


Transportation. 
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Newspaper’ 


the reader 


They tell 


**How Much It Costs’’. 


Asa result of this complete and prac- 
ticalinformation,the Herald-American 


is recognized as ““Chicago’s Service 


. 


and a reliable guide to 


better buying. 
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White Joins Commercial 

Donald W. White, formerly with 
the Post-Herald, Pittsford, N. Y., 
has been named advertising and 
sales promotion manager of Com- 
mercial Controls Corp., Rochester, 
office and mail room equipment 
manufacturer. 


Returns to Fairmont 

Wells Wetherell has rejoined 
Fairmont Foods Co., Omaha, as ice 
cream merchandising manager, 
following a tour of active duty 


Tripp Warns Against 
Boost in Per Copy 
Price of Newspapers 


Cuicaco, Oct. 9—To remain the 
universal medium, the per copy 
price of newspapers must not rise 
beyond the acceptance of the mass- 
es, Frank Tripp, v.p. and general 
manager of Gannett Newspapers, 
told members of the Newspaper 


here today. 

Enterprises 
“must 
each higher 
inflation pauses in 
God knows where. If newspapers 
don’t do this they're sunk. But,” 
he cautioned, “we mustn't kill the 
goose. We must not price ourselves 
out of the popular market.” 

Mr. Tripp pointed out that 
“while truly the advertiser makes 
the newspaper more interesting, he 


he 
prices to 
which 
flight to 


which 
pitch their 
plateau 


survive, 
said, 
upon 


its 


Taken he has 


the 
yet to pay the millions that the last 


country over, 


$10 boost newsprint cost the 
newspapers. It cost a single group 
$5,000,000 a year. He has not yet 
paid the ever mounting manufac- 
turing costs of materials and labor 
that go into the space he buys. So 
far readers have borne more of 


this than he.” 


in 


@ If the advertiser concerned 
about America’s future, Mr. Tripp 


Is 
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about the solvency of its press 

“If the day comes when newspa- 
per advertising cannot predomi- 
nantly support the medium, then, 
in my opinion, will be early 
enough to risk our birthright on 
the altar that might peril our posi- 
tion as the country’s mass medium, 
the poor man’s university. We 
must not price newspapers out of 
the common man’s reach,” he con- 
cluded 


with the Navy Representatives Assn. of Chicago also makes it vastly more costly. asserted, he must be concerned Furniture Campaign Begins 
= ou Inter-Lock-In Furniture Corp., 
maker of “packaged furniture,” 
. has begun a campaign in trade 
| publications and by direct mail 


and dealer helps and will expand 
into consumer magazines, coopera- 
tive newspaper ads and TV spots 
early in 1952. Ray-Hirsch Co., New 
York, is the agency. 


K. C. TV Sets Total 143,558 

The Kansas City Electric Assn. 
has reported sales of 10,774 tele- 
vision sets in the Kansas City area 
for the month of September, bring- 
jing the total distribution in the 
' 


Wherever they're going 
they come to us... 


The feeling of “let's get away from it all’* makes news of 


area to 143,558 as of Oct. 1. 


KLX 


LEADS ALL 


OAKLAND- 
SAN FRANCISCO 
Independent 


RADIO 
STATIONS 


travel exciting reading that for reader interest challenges the 
page one headlines. 

It offers a 
complete travel service and a Travel Club that smoothes the 


The Herald-American treats Travel as big news. 
way toany destination. Every day Herald-American readers 
call on the Herald-American Travel Club for transportation, 
hotel and resort reservations. The Travel Club offers a service 
much appreciated by readers and particularly profitable to 


Herald-American advertisers. 


Free membership in the Herald-American Travel Club is 


invited through coupon advertising such as the ad reproduced 


above. Membership cards are issued to everyone enrolling 


in the Travel Club for identification purposes. This entitles 


members to complete Travel Club services anytime, not only 
trom the Herald-American but from any of the ten Hearst 
newspapers sponsoring these Travel Clubs. Requests for 


travel information are immediately relayed to travel and 


resort organizations by pestal card (opposite) so that a direct 


contact can be made between the industry and ““*known"* 
Chicago Herald-American Travel Club 


126 W. Madison Se, Chicago 4, 1! 


prospects. At the same time, an acknowledgment card 
(opposite) is sent to the member requesting information. 
This will advise you that the member listed below has requested lucrature and 
information regarding your facilites and wrvue Bill you please address the 
member directly, Your prompt attention to this request will be appreciated. 


This serves as advance notice that assistance has been soli- 
cited in making the member's vacation and travel planning 
much easier. Travel Club members are also supplied with 
reservations notices which they can mail to hotel and travel 
organizations. This assures advance and accurate knowledge 


of the accommodations desired by members. 


Very truly yours, 


Chucago Herald American Travel Club 


Teare. 


This kind of reader service makes Sales tor Travel Adver- cease 


tisers! For greater results from your advertising, plan now 


OUT OF 


12 


HOOPER 


to be represented in each of the feature travel numbers 


scheduled below : Chicago Herald-American Travel Club 


y 326 W. Madison St, Chicago 6, Tit 


November 11, 1951 Winter Horizons 
December 9, 1951 Annual Winter Number 
January 13, 1952 Mid-Winter Travel Number 
April 20, 1952 Western Travel Number 
May 4, 1952 Spring Travel Number 
June 8, 1952 Annual Summer Number 


We acknowledge and thank you for your inquiry and have arranged for literature 
and complete information to be sent to you 


Very truly yours, 
Chicago Herald-Amerwan Travel Club 


[ Chtiwoago Herald -dmerican 


) > TRAWEL Ctus 
Thee 
y I 
i — _— ——— 
Z is @ member of the Chicage Herald PERIOD 
w American Travel Club and is entitled ° 
A) to all the services offered by the club 


Chicage Hereid American Trevel Club 
320 8 cet Medveon 


Street Checaee, 


Sal 16) = 


KLX 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
Tribune Tower—Oakland, Calif. 


Hooper Share of Audience 
May-June, 1951, Oakland 


Represented Nationally by 
BURN-SMITH COMPANY, INC. 
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Country Gentleman 


Jerry Settle of South Carolina typities today’s pro- 
gressive Southern farmer. Modern machines and 
diversited crops bring good living to his own and 12 
tenant families. 


The Canes of New Jersey raise such high quality chicks 
that half a million annually won't supply demand. But the 
Canes take time from business to enjoy the good life they 
earn through good farming. 


PEOPLE LIKE THESE... 


Trend-Makers .-. the first to buy among rural millions who spend 


every third U.S. retail dollar . . . the opinion leaders among rural voters 


who elect most of our state legislators, congressmen and senators. 


In Every Trading Area. ..rie.- sears 7.000.000 people in 


2,300,000 homes—concentrated among America’s top-half farm families— 
are a major factor in the national sales potential for every product and 


service. 


Reached by .-. no practical combination of urban magazines...and by 


no other magazine—of any kind—with the impact of Country Gentleman. 


« 


a 

Barat 

From a $5,000 depression debt, the Harlands of The Davises produce such good beef and grain—so quickly 

Oregon farmed their way to 330,000 annual gross. and so profitably —that they travel wherever and whenever 
A big slice of profit goes into their new home and they wish from their Oklahoma farm. 


children’s security. 


a 


The attractive Kansas home of the Tavlors 
was built by wheat and prize Hereford cattle 
raised on a modern farm with a $25,000 irriga- 
tion system and equipment rolling on 117 
wheels. 


Generations of Beldens have won bountiful 
living from their ancestral Connecticut farm. . 
Today prime sheep, vegetable- and tobacco 
comfortably support four families. 
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And The Power To Move People 
Is The Power To Move Goods! | 


WITH IMPACT LIKE THIS... 


On Government When Country Gentleman 


told farmers “Big Government Is In Your County. 
Too” requests for thousands of reprints poured in, farm 
people held local discussion groups and wrote their 
congressmen, press and radio began local campaigns. 
The Hoover Committee said: “No single project of the 


hind has had anything like the impact.” 


e = 
On Pig Raising A Country Gentleman article 


told farmers about a new farrowing crate that saves 2 
of the 3 pigs per litter normally chilled or crushed to 
death. The idea swept the hog country, brought a flood 
of requests for plans at $1, and other farm and livestock 
publications broke with custom to tell the story to 


millions of their readers. 


On Beauty Care Ruth Hogeland, Country 


Gentleman Beauty Editor, began staging “Beauty 
Jamborees” in farm women’s homes to show them how 
to make personal improvement a reality through their 
own efforts. Within three months the Jamboree idea 
drew requests it would take LO vears to fill. Guided by 


mail, Jamborees are going on all over Rural America. 


Country Gentleman’s editorial influenee—among the most influential 
Rural Americans—has made it an unmatched power out in the country, 
felt by retailers and manufacturers alike. 


That is why dealers in every major line say year after year,“Country 
Gentleman helps us more than any other magazine to sell our best 


rural customers.” 


That is why advertisers’ investments have placed Country Gentleman 
first in its own field—and among the top 12 magazines of America— 


in advertising revenue. 


On Grass Farming Country Gentleman 


broke the first news to farmers about a remarkable new 
grass— Kentucky 31 Feseue—which thrives in poor soil 
and severe weather, stays green all winter to make pos- 


sible year-round grazing. A year later the new wonder 


grass had spread all over the Southeast, is helping 


farmers today im the Midwest as well. 


On Fiction A Country Gentleman short story 


. 


titled “Christmas Without Johnny” drew emotional 


fan mail from readers throughout the nation . . . and— 
remarkable for fietion in any magazine—reprints were 
requested by the hundreds. Clue: “Johnny” was written 
by top author Gladys Hasty Carroll, was illustrated by 


top artist George Garland. 


On Homemaking W hen Country Gentleman 


published two features on piece goods, 1568 J. C. 
Penney store managers individually decided to stage 
tie-in promotions, ordering 270,000 promotion pieces. 
At event’s close they reported: “Promotion terrific” — 
“the talk of the town”—"“whopping sales increase.” 


And 98.597 said “Give us more!” 
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Read more, used more, liked more 
by 2,300,000 prosperous families 
throughout Rural America. 
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Attorney Tells 
How to Prevent 
Account Piracy 


New York, Oct 
agency 


9—Advertising 
can protect 
themselves against account pirat- 
ing, Morton J. Simon, Philadelphia 
attorney who specializes in adver- 
tising practice, told the League of} 
Advertising Agencies here last 
Thursday night 

He the Duane Jones case 
would be beneficial to the adver- 
tising profession, in opening “for 
the first time, the question of ac- 
count piracy.” He made no com- 
ments on the Jones case specifi- 
cally 

Tracing the legal generalities 
protecting an agency president, Mr 
Simon listed these common law 
hedges: that an employe owes a 
continuing loyalty to the employer 
while employed; while employed, | 
the employe can be stopped legally 
from working for a competitor or | 
doing anything else to harm the} 
employer; the employe may go into 
business for himself, but he may 
not contact accounts or other em- 
ployes; once out, the employe may 
contact clients, prospects and other 
employes, but he may not use con- 
fidential information, or interfere 
with contracts; finally, as an offi- 
cer he may have additional duties 
and fidelities, and more fiduciary 
responsibility 


presidents 


said 


| 
@ In addition to these, the — 
president can protect himself, Mr 
Simon said, by means of a cove- 
nant or corporate operating agree- 
} 
| 


Ment. He urged that the plan be 


@guitable in stating what the em- 
Ploye, or partners, get in return| 


fOr agreeing to touch no accounts | 
of the agency for a period of, say, | 
two years after leaving. He stressed 
that only an equitable, two-sided 
agreement would be held reason- | 
able by the court, and would con-| 
stitute necessary protection for the 
employe 

In essence, he said, the agency 
president has the option of (1) 
rélying on his common law rights 
—which means he “buys a lawsuit} 
in (2) relying on pro-| 
fegsion-wide rules and regulations 
worth the paper they're 
written on. I put no stock in volun- 


advance”; 


—“not 


The Golden Belt is one of the 


South's important markets. Well 
balanced. Combination Urban- 
Rural, with a new industrial growth 
under way now. It's this big... 


31‘. of N. C. Retail Sales 
$824,081,000 
32°( of N. C. Eff. Buying Income 
$1,170,806,000 
59° ¢ of N. C. Farm Income 
$440,849,000 


(SM 5 10 51) 
This market delivers the goods... 
the News and Obsever delivers the 
market, at ONE LOW COST... 
without waste. 
113,618 Morning 
117,407 Sunday 


(Publisher's Statement, 3 31 51) 


The, Kabeig, 


News and Observer 
_ MORNING & SUNDAY 
Raleigh, ‘North Carolina 


Rep: The Branham Company 


| Which he brings; 


tary agreements”; (3) 
if they are ever advanced; 
covenant covering company 
employe 


FTC rules, 
(4) a 
and 


e Mr. Simon again urged that the | 


covenant be coupled with incen- 
tive and compensation clauses, so 
that the employer will have both 
legal and “personality” protection, 
so that it will be in the interest of 
the employe to abide by it 

In answer to questions, he also 
pointed out that (1) where a man 
brings business into an agency, the 
covenant might well exclude from 
coverage the specific accounts 
(2) where the 
client insists that his account go 
to a departing account executive, 


it is well to provide for this con- 
tingency with a clause in the cove- 
nant which provides that, “at the 
agency's discretion,” accounts may 
be released to employes, but set- 
ting up a sliding scale of revenue 
over a two-year period (e. g., 40% 
of gross billing for the first six 


months, 30% for the second six 
months, 20% for the third, 10% 
for the fourth). 

Employers having such cove- 


nants, the lawyer said, have re- 
course to a court of equity, where 
an injunction may be obtained 
prohibiting the ex-employe from 
handling the account, and to a suit 
for damages, to obtain the income 
from the billings removed by the 
ex-employe. 


Telephone Book Covers 
Offer New Ad Medium 
New advertising specialty is a 
leatherette or vinylite telephone 
book cover, available in four colors 
from the Ad-Tel Specialty Co., 
223 Irving Ave., Brooklyn. 
Covers, bearing an individual’s 
name plus an advertising message, | 
sell for $2.40 each for quantities| 
of 50 to 100 and for $2.10 each if 
the order calls for 500 or more. 


Moss Joins 'N. Y. Post’ 

Edgar G. E. Moss, formerly dis- 
trict manager for the Megowen 
Educator Food Co., manufacturer 
of saltine crackers, has been named} 
to the national advertising depart-! 
ment staff of the New York Post 
in a food sales capacity 


Advertising Age, October 15, 1951 


Plants Joins Goodyear 

Kenneth J. Plants, former), 
with the plastic division of Rey- 
nolds Metals Co., Louisville, Ky., 
has been named general sales man- 
ager of the plastic film division 
of Goodyear Rubber Sundries Inc., 
New Haven. 


Wehner Gets N. ]. Metals 


Wehner Advertising Service, 
Newark, N. J., has been named ad- 
vertising and marketing counsel to 
New Jersey Metals Co., Elizabeth 


Soss Mig. Boosts TenEcyk 

Andrew TenEvyck, assistant sales 
manager, has been promoted to 
sales manager of Soss Mfg. Co., 
Detroit, producer of hardware sup- 
plies. 
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Advertising Age, October 15, 1951 


U. S. Video Sets Total 
Reaches 13,556,000 

National Broadcasting Co.'s lat- 
est data chart on estimated tele- 
vision set ownership in the U. S. 
shows a total of 13,556,000 receiv- 
ers installed as of Sept. 1, 1951. 
Leading the field is New York, 
with 2,490,000. 

Next in line are Los Angeles 
with 1,012,000, and Chicago with 
960,000. Most of this circulation is 
reached by the interconnected net- 
work. 


Wholley Joins Ted Bates 

Harry E. Wholley, formerly as- 
sistant manager of merchandising 
at Lever Bros., has joined Ted 


Bates & Co., New York, as an ac-| 


count executive. 


Basford Names Miller 

G. M. Basford Co., New York 
agency, has appointed Frank Mil- 
}ler to the post of v.p. in charge 
of marketing. Mr. Miller formerly 
was president of farm stores di- 
|vision of General Mills, Minne- 
| apolis. 


Selector Co. Expands 

Selector Co., New York agency, 
has opened an office in the Pru- 
dential Co. Bldg., Buffalo. Philip 
Curtis, senior account executive, 
has been named director of the 
new office 


| Barit Elected Hudson V. P. 
| Robert Barit has been elected 
v.p. of the Hudson Motor Co., De- 
troit. 


-Kenmar Co. Sued 
by Contour Chair 
and Marie Designer 


HoLiywoop, Oct. 9—In what is 
said to be the forerunner of sim- 
ilar suits, the Contour Chair- 
Lounge Co. of St. Louis, and Marie 
Designer, Hollywood, its sole dis- 
tributor, have filed a $600,000 suit 
at Cleveland against Kenmar Mfg. 
Co. and two of its retail furniture 
dealer: 

The suit alleges that Kenmar has 
used, without authority, the reg- 
istered trademark of the Contour 
Chair-Lounge, in marketing a 
somewhat similar chair under the 


name “Kenmar Countour Reclin- 
ing Chair.” 

It is further alleged the defen- 
dants have unfairly sought to copy 
the features of design, operation 
and construction of the Contour 
Chair-Lounge; and that they have 
also unfairly and without authority 
sought to utilize for their own 
benefit the demand and good will 
developed for the Contour Chair- 
Lounge by the latter's product and 
widespread advertising which has 
been carried on since 1945 | 

A permanent injunction against} 
Kenmar and co-defendants from 
further acts of alleged trademark 
infringement and unfair competi- 
tion, together with damages of 
$600,000 is sought. 


And in the Chicago market the giant economy size is 


economy size! 


WBBM. For WBBM consistently 


delivers more listeners” at less cost* 


. . a 
for more leading advertisers than 


any other Chicago radio station ...more 


customers at less cost than any other Chicago 


station or major advertising medium. 


WBBM 


Mation 


*wnum’s average weekly 
rating and share of 
audience more than 
equal those of Chicago's 
second and third radio 
stations combined 


Pulse: Jan.June 1951). 


+958 listeners-per-dollar 
for the average daytime 
quarter-hour Monday- 
through-Friday strip: 
more customers at 

less cost than any other 
Chicago radio station 


or major medium. 


wee has been Chicago's 
Most Sponsored Station 
for twenty-five 
consecutive years, 


All details on request. 


Chicago’s Showmanship 
50,000 watts 
780 ke * CBS Owned 
Represented by 

CBS Radio Spot Sales 


Burndy Canada Boosts 3 

Burndy Canada Ltd., Toronto, 
has announced the following ex- 
ecutive appointments: Bryce Kell, 
eastern district manager, to gen- 
eral sales manager; Roy Bunston, 
chief sales engineer, to chief engi- 
neer, and F. W. Patterson, formerly 
manager of the supply division of 
Canadian General Electric Co., 
Montreal, named eastern district 
manager 


Schater Promotes ‘Glass Wax’ 

Harold Schafer Ltd., Toronto, 
has begun its fall campaign for 
Glass Wax in western Canada and 
Ontario dailies. The promotion 
features the many ways in which 
the product can be used around the 
house. Walsh Advertising Co., To- 
ronto, is the agency. 


Porter Issues Booklet 

. K. Porter Co. Pittsburgh 
manufacturer of industrial prod- 
ucts, has issued a “lets get ac- 
quainted” booklet which tells 
about itself, its divisions, its sub- 
sidiaries and lists key personnel 
and products. 


The COURIER- EXPRESS 


SELLS 


WESTERN NEW YORK 


Because WESTERN N. Y. 
1S SOLD ON THE 
COURIER-EXPRESS 


ONE REASON complete, 


factual, unbiased reporting, 
An outstanding local staff com 
bines with six great news serve 
ices... three of them exclusive 
with the Courier-Express im 
Buffalo... to bring Western 
New Yorkers the full, up-tor 
the-minute word and picture 


story of world, national and 
local happenings. 


Associated Press 
International News Service 
*Chicago Tribune 
United Press 
* Overseas News Service 


*New York Times Foreign Service 
*Exclusive with the C-E in Buffale 


LTH: eroor Pe 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City. . . 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the most money to spend. 


290,348 ABC Audit, 9/30/80 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays... black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
end Sundey Newspaper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 
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7 WHATS BEHIND 
/ THE SPECTACULAR 
CULATION GAINS | 
OF TRUE STORY | 
WOMENS GROUP. 


* incidentally, the top 10 TV 
cities show a greater increase 
than the rest of the country. 
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PPARENTLY (TS SHEER 
DITORIAL MERIT / 
THEYRE UP ALMOST A 
MILLION ON THE 
EWSSTANDS — 
SINCE JUNE / 
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Federal 


WASHINGTON, Oct. 8—Depart- 
ment store sales for the week ended 
Sept. 29 were 2% above sales for 
the same period in 1950, the Fed- 
eral Reserve Board reports. The 
“plus” figure represents the first 
gain for the U.S. as a whole since 
July 7 of this year,.and is un- 
doubtedly due, in part, to favor- 
able consumer response to con- 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS (00 


Week to Sept. 29, '51* p326 

Week to Sept. 30, '50*..320 

Week to Oct. 1, '49*......302 

Week to Oct. 2, '48*......327 

Month of Aug. ’51 ......p319 

Month of Aug. '50 ......1336 

pPreliminary 

*Not adjusted seasonally 

rRevised 7 
tinued promotional sales of sea- 


sonal merchandise 

All Federal Reserve districts re- 
ported gains for the week, with the 
sole exception of the New York 
area, which recorded a 3% loss. 
Leaders in the districts reporting 
were Dallas (up 10%) and Kan- 
sag City (up 9%). 

Only 12 out of the 57 cities sub- 

ting department store sales vol- 
ume reports to the Federal Reserve 
Board recorded losses for the week 
Atlanta was down 17%; El Paso 
was off 11%, and New York 
showed a drop of 7% over the 
Same period last vear 

Largest gains among the cities 
wére in Birmingham (up 45%); 
Houston (up 32%); Wichita (con- 
tinuing an unusually long period 
of gains, up 23%), and Kansas City 
(up 20%) 


rE 

Federal Reserve pt. 
tet and City " 2 bo) 
UNITED STATES — re 3 
ton District —t? —3% 4 
ew Haven 7 4 3 
oston 10 2 3 
Lowell-Lawrence 21 9 3 
pringfield 5 0 8 
rovidence 24 15 3 
New York District -o —* —3 
Newark 10 10 1 
uffalo 13 6 @ 
ew York 10 9 7 
jochester 12 6 13 
yracuse 9 1 18 
Philadetphia District — —j7 i 
Philadelphia a 10 6 
Cleveland District —o —! 5 


_ PIONEER 
alloons 


Little feet walk farther to 
the shoe stores that give 
balloons! And the kids 
drag along their parents, 
America’s original “Captive Audience.” 
In any promotion don't forget that there's 
money in Sonny —and Susie, too! Your 
sales message on PIONEER ualatex 
“Floating Billboards’ not only advertises 
wt se//s your product. 

PIONEER belloons as package inserts, 
tie-ons or self-liquidators pep up sales of 
any product! Printed in non-fading, crack- 
less pigments, goracous colors. Our A 
Service Department gives 
you ideas, sampies, im- 
print information. Write 
to The PIONEER Rubber 
Compenp. 108 Tiffin Road, 
Willard, Obie. 


with PIONEER QuaLatex 
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Reserve Figures on Department Store Sales 
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Chicago 7 1 4) San Diexc 15 2 8 ; 
Indianapolis 10 5 5 San Gremetnne —3 2 4 Rogers Joins Reeves Corp. 
Detroit K 7 —1 Portland -17 1 1 Frank B. Rogers Jr., formerly 
Milwaukee 11 2 4 Salt Lake City 14 4 -5 assis ore ales 
<— St. Louis District r—0 rit £8 Seattle 7 ~s —3|> one —_— general sales 
2) Little Rock 12 14 14 — Spokane 4 —4 1 —— ye Corp., Chi- 
ouisville 4 en a8 | cago, producer of movie cameras, 
St. Louis Area 4 2 2 rRevised a : 
Memphis 6 17 17 *Data not available progectors and tape recorders, has 
ie . Minneapolis District ah aa > ome samed ¥ a> Me o—- of sales 
7 Minneapolis 8 5 3 or Reeves Soundcraft Corp., Long 
Cincinnati 20 1 2 St. Paul 17 9 ~—3 King Opens Own Agenc 2 See 7 ‘ 
Cleveland 1 6 6 §| Beeman ; = = _ 7 £ g ~ Y ‘ Island City, N. Y., manufacturer of 
Columbus i4 4 16 Kansas City District 4 4 9 on King, formeriy director of recording tape, television picture 
Toledo : 3 : 12 enver 13 6 4 advertising and art copy for the tubes and transcription blanks. 
Pittsburgh : 3 0 ane is 18 } 0 Times Herald, Dallas, has opened 
Richmond District — or 3 St. Joseph . 1 7 - his own agency, Don King Inc., ‘Mario Lanza Show’ to NBC 
Washington i 0 6 Oklahoma City 6 4 —1 in the Mercantile Bank Bldg., Dal- “The Mario Lanza Show,” whic 
Baltimore 4 R 0 Tulsa 3 14 @| las e Mario Lanza Show,” which 
Atlanta District —is ris 2 Dallas District —86 £2 1 - was aired this summer on CBS as 
J nee caro 4 " « Dollas 15 4 2 a replacement for “The Edgar Ber- 
ackso , El Pas : : : . a 
Miami 7 2 5 ect Masti . - ii Evans to Moore & Beckham gen-Chartie McCarthy Show” on 
Attente ' MW ris a Houston 12 4 32 Jim Evans, formerly program di- Sunday nights, has moved to NBC, 
\ugusta 8 2 San Antonio 24 —4 ll ~ ICC , > * ¢ = 
oe gy a 14 8 [| ana a = = - rector of WICC, Bridgeport, Conn., Monday, 10 p.m., EST. Coca-Cola 
Nashville i3 6 7 Los Angeles Area ae ; has joined Moore & Beckham, Co. will continue to sponsor the 
Chicago District — ” 3 Oakland 13 0 1 Greenwich, Conn., agency. show 
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Toledo Ad Club Elects 


Marshall Pickett, advertising 
manager of Kasco Mills, Waverly, 
N. Y., producer of feeds for live- 
stock, poultry and dogs, has been 
elected president of the Advertis- 
ing Club of Toledo. Other officers 
elected are: Harry Swan, adver- 
tising manager of Willys-Over- 
land, Toledo, Ist v.p., and George 
Taylor of Libbey-Owens-Ford 
Glass Co., Plaskon division, Toledo, 
2nd v.p. 


Champion to O'Connell 
Champion Implement Corp., 
spray gun manufacturer, has ap- 
pointed the R. T. O'Connell Co., 
New York, as its agency. Radio 
spots will be used for the present. 


GF Promotes Dodge 

Linsley V. Dodge Jr., who joined 
General Foods in 1949, has been 
appointed staff assistant for trade 


press relations in the corporate 
press relations section of GF’s 
public relations department in 
New York. 


Bender Joins Minute Maid 

Robert F. Bender, formerly con- 
troller of the Bigelow Sanford Car- 
pet Co., has joined the Minute 
Maid Corp., New York, as v.p. and 
treasurer 


Anderson to Gordon-Allison 


John C. Anderson has joined 
Gordon-Allison & Co., Atlanta, as 
a staff artist. 


25 


25 Well-Chosen Words and Two Bottle Caps adic Stations Unite Sales 
Can Win a Pedigreed Pup from Canada Dry 


New York, Oct. 10—Here’s one 
way to give your boy a pedigreed 
pup. 

Just send Canada Dry Ginger 
Ale Co. two ginger ale bottle caps 
and finish “I like Canada Dry gin- 
ger ale because...” in 25 words 
or less. 

Canada Dry is giving away 255 
puppies worth $37,500 this month 
and next. There are boxers and 

ycockers, dachshunds and beagles 
all guaranteed to “qualify as show 
dogs.” 

The company is barking up the 


contest with the biggest ad cam- 
paign ever placed behind a single 
promotion. A full-color page in 
Life starts things rolling, then 
come large color ads in 77 Sun- 
day comics, live dog TV commer- 
cials on “Super Circus,” a page in 
Everywoman’'s and ads in Family 
Circle, Look and The Saturday 
Evening Post. 

Closing date of the contest is 
Nov. 20—so dog deliveries can be 
made before Christmas. J. M. 
Mathes Inc. is handling the pro- 
motion. 


Radio reaches customers with split-second speed and gets 


immediate action. Economically! 


Take the case of the poultry shipper who found that, due to 
regulations, he had to sell 5,000 baby chicks (held up by 
a shipping delay) within 45 minutes. He brought his problem 


to KMOX (represented by CBS Radio Spot Sales). And kmox 


immediately broadcast the story to its listeners. Result? 


Five minutes before the deadline, all the chicks were gone... 


all 5,000 sold within 40 minutes. By one announcement! 


Any time you want to sell—whether it’s a one-shot emergency, 


a seasonal drive or a year-round campaign—Radio is the 


way to do it easily and economically. And the best way to 


use Radio in 13 of your best markets is to use the stations 


represented by CBS Radio 


*(BS RADIO SPOT SALES represents 
WCBS, 50,000 watts—New York 
WCCO, $0,000 watts - Minneapolis 
KMOX, 50,000 watts —St. Louis 
WTOP, 50,000 watts Washington 


KNX, 50,000 watts —Los Angeles 
WCAU, 50,000 watts - Philadelphia 
WBBM, 50,000 watts -Chicago 
WAPI, 5.000 watts -Birminghom 
WBT, 50,000 watts — Charlotte 


Spot Sales.” 


WRVA. 50,000 watts - Richmond 
WEE!, 5,000 watts — Boston 

KCBS, $0,000 watts -San Francisco 
KSL, 50,000 watts -Salt Loke City 
and the Columbia Pacific Network 


---and for the best in radio, call CBS RADIO SPOT SALES 


WITH MORE MONEY 


WMCA, New York; WIND, Chi- 
cago; WLOL, Minneapolis, and 
KIOA, Des Moines, have united to 
open their own sales offices by 
Nov. 1 in New York and Chicago, 
to be known as AM Radio Sales 
Wilmot H. Losee will head the 
New York office. 


Klein Gets Three Accounts 


Walter J. Klein Co., Charlotte, 
C., has acquired the following 
accounts: Bost Bakery, Shelby, 


N. C.; White Oak Acres, Monroe, 
N. C., egg and frozen chicken paris, 
and Farmers Dairy, Charlotte 


Lent Joins ‘Today's Woman’ 

Marjorie Lent, formerly with 
Better Living and Seventeen, has 
been named assistant promotion 
director of Today's Woman, pub- 
lished by Fawcett. 


Fairbairn to Reynolds Ltd. 


Don Fairbairn, formerly com- 
mentator and producer with the 
Canadian Broadcasting Corp., has 
been named radio director of E. W 
Reynolds Ltd., Toronto agency. 


Winstone 


Salome 


A GROWING MARK 
OF MORE PEOPLE 


SS 
SS 


N 
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TO SPEND 


DRUG SALES OF 
$6,330,000° 


“Sales Management. 1951 
Survey of Buying Power 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South's 
No. | state 


The JOURNAL & SENTI- 
NEL are the only papers 
in the SOUTH offering a 


Monthly Grocery Inventory 
an ideal test market 


The JOURNAL & SENTI 
NEL are the only papers 
completely blanketing an 
important 9-county seg- 
ment of North Carolina 


WINSTON-SALEM TWIN CITY 
JOURNAL and SENTINEL 
MORNING SUNDAY EVENING 

National Representative KELLY. SMITH CO 
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ADVERTISING ART © PHOTOGRAPHY 
DISPLAYS © MOTION PICTURES 
- TELEVISION © SLIDE FILMS 


\ _phatagaphy 


all techniques — color and 
black and white — 
thoroughly equipped studios 


ing 


STUDIOS INC. 


51 EAST SIST ST. NEW YORK 
1928 GUARDIAN BLDG. DETROIT 


601 N. FAIRBANKS CT. CHICAGO, ILL. Delaware 7-0400 


WOULO YOU BELIEVE THAT THE AVERAGE AGE 
OF THE CARS NOW IN USE IS 6-'/2 YEARS ? 
THESE AUTOMOBILES REPRESENT A LOT OF 
TBA BUSINESS FOR THE MORE THAN 200,000 
SERVICE STATIONS THAT ARE CONSTANTLY 
BUILOING TBA SALES BECAUSE OF THEIR CUS- 
TOMER CONVENIENCE. NATIONAL PETROLEUM 
NEWS CAN REPRESENT A LOT OF TBA BUSINESS 
FOR YOU IF YOU'RE SEEKING TO REACH THE 
MAJOR Oil COMPANIES AND INDEPENDENT OIL 
JOBBERS WHO SUPPLY THESE SERVICE STATIONS. 


TIRE TROUBLES WERE RESPONSIBLE FOR 
10,054,000 OF THE SERVICE CALLS REQUIRED 
BY CAR OWNERS LAST YEAR. TIRE BREAKOOWNS 
RANKEO SECOND ONLY TO BATTERIES AS THE ot 
CAUSE FOR CAR FAILURES, AND WHILE THE ABOVE 
FIGURE SOUNDS LARGE, IT REPRESENTS ONLYA yee 
FRACTION OF THE TIRE REPLACEMENT MARKET. 


“DON'T UNDERESTIMATE THE 
EXTREME IMPORTANCE OF 
THE SERVICE STATION ASA 
MERCHANDISING OUTLET 
FOR TIRES, TUBES ANDO 
OTHER TBA ITEMS. WE 
KNOW THE VALUE. TOO, 

OF NATIONAL PETROLE- 
UM NEWS AS THE MOST 
EFFECTIVE MEANS OF GET- 

TING OUR ADVERTISING 
MESSAGE TO THE O1L COM- 
PANIES AND INDEPENDENT OIL 


TIRES, BATTERIES AND ACCESSORIES Wits 
RING SERVICE STATION CASH REGISTERS TO THE 
TUNE OF AN ESTIMATED $1,121,332,876 THIS 
YEAR. THAT 1S A NATIONAL POTENTIAL OF 20.2% 
OF SERVICE STATION 
GROSS SALES. .. B16 
BUSINESS FOR THE 
OIL COMPANIES AND 
JOBBERS (MOST OF 
WHOM ARE NAT- 


T 
came snnnent JOBBERS WHOM THESE SERVICE 
WHO WILL SUPPLY STATIONS LOOK TO AS THEIR SOURCES 


THESE TGA ITEMS. OF SUPPLY; SAYS W. A.(BILL) GREEN, 


MANAGER, SPECIAL ACCOUNTS SALES, ASSOCIATED 
TIRE AND ACCESSORIES DIVISION 8.F GOODRICH CO. 


NBC Spot Names Three 

W. Martin Werner, who former- 
ly worked with the Mark Goodson- 
Bili Todman production company, 
has been named assistant man- 
ager ot advertising for the nation- 
al spot sales department of Na- 
tional Broadcasting Co., New York. 
Richard H. Close, eastern manager 
of radio spot sales for the com- 
pany, has been transferred to TV, 
retaining the same title. Replacing 
him in radio spot sales is Robert 
J. Leder, NBC radio spot salesman 


Bryan to Palm & Patterson 

Thomas H. Bryan, formerly with 
Industrial Publications, Cleveland, 
has been appointed assistant art 
director of Palm & Patterson, 
Cleveland agency 


Brown Boosts Kennedy 

C. R. Kennedy, in the Denver 
office, has been promoted to 
southern division v.p. and sales 
manager of Brown & Bigelow, 
Denver 


IN 1896, THE FIRST PNEUMATIC AUTOMOBILE 
TIRE EVER OFFERED FOR SALE WAS MADE IN 
AKRON, OHIO AND INSTALLED ON A WINTON-TWO- 
SEATER. THIS YEAR ITIS ESTIMATED THAT THE 
TIRE REPLACEMENT MARKET WILL EXCEED THE 
FIFTY MILLION UNIT MARK. ABOUT 50 PER 
CENT OF THESE TIRES AS WELL AS BATTERIES 
AND COUNTLESS OTHER ACCESSORY ITEMS ARE 
BEING SOLD THROUGH SERVICE STATIONS. 


NATIONAL PETROLEUM NEWS 


1213 WEST THIRD ST. #® CLEVELAND, OHIO 
OFFICES: IN NEW YORK + CHICAGO + PHILADELPHIA +» HOUSTON + LOS ANGELES 


A Plott Petroleum Publication 


“TBA iS THE OL INDUSTRYS DESIGNATION FOR TIRES, BATTERIES AND ACCESSORIES 


Advertising Age, October 15, 1951 


NEW-—Four-color magazine ads, radio, 

TV and newspapers are being used to 

introduce General Foods’ new packaged 

dessert, Jell-O coconut cream pudding 

and pie filling. This is the fifth addition 
to the dual-purpose line. 


Paper Makers’ Ad 
Aids Are Not Fully 
Used, Gillett Says 


Cuicaco, Oct. 9—There is rea- 
son to doubt that paper merchants 
take full advantage of the many 
advertising aids made available to 
them by paper manufacturers, G 
F. Gillett, v. p. of Chicago Paper 
Co., told a meeting of the Paper 
Makers Advertising Assn. here last 
week. 

Mr. Gillett said this situation 
arises for four reasons: the daily 
pressure of details on salesmen: 
competition for salesmen’s atten- 
tion; the fact that some advertising 
material is not suitable for use by 
particular merchants, and the fact 
that many merchants do not have 
the proper facilities for making 
material readily available to their 
salesmen 

He suggested that mills main- 
tain their own mailing lists, sup- 
plemented by names furnished by 
their agents. Also, merchants, in 
addition to the usual sources, 
should get names of companies 
and individuals for mailing lists 
from their salesmen, he said. Mills, 
he continued, should generally 
mail their own advertising mate- 
rial, although special pieces, such 
as portfolios, in limited supply, 
should be sent to merchants for 
distribution by their salesmen 


‘Dodge Network’ to Air 

Dodge dealers in seven West 
Coast cities are cooperating in the 
“Dodge Network,” which is broad- 
casting a re-creation of a Big Ten 
football game each Saturday over 
their local stations. The broad- 
casts are originating from KLAC, 
Los Angeles, and fed to KFSO. 
San Francisco; KXL, Portland: 
KING, Seattle; KRUX, Phoenix; 
KBIS, Bakersfield, Cal., and a 
San Bernardino station. Ruthrauff 
& Ryan, Los Angeles, is the agen- 
cy 


Publicity Club Elects 

Paul Jones, director of public 
information of the National Safe- 
ty Council, has been elected presi- 
dent of the Publicity Club of Chi- 
cago. Other officers elected are 
James G. Hanlon, WGN and WGN- 
TV, Ist v.p.; Mary Rose Noel, 
American Ajrlines, 2nd v.p.; 
Quentin M. Lambert, Chicago & 
Northwestern Railway, 3rd _ v. p.; 
Mrs. Nena W. Badenoch, National 
Society for Crippled Children and 
Adults, secretary, and Warren Slee. 
Loews’ Inc., treasurer 


Cinema 16 Names Art-Copy 

Art-Copy Advertising Agency 
New York, has been named to 
handle advertising and public rela- 
tions for a new membership drive 
by Cinema 16, New York, a group 
which meets to view unusual 16- 
mm. films. Magazines, newspapers 
and radio will be used 


Greenhaw & Rush Moves 

Greenhaw & Rush, Memphis 
agency, has moved to the Sterick 
Bldg 
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In all human endeavor, whether it’s surgery, swimming or selling, 
success can be measured. 

The successful salesman is the one who keeps calling. 

In advertising, the same truth endures. 

Some companies advertise continuously and thereby sell continuously. 

Others advertise sporadically, and sell the same way. 


Are you the one in ten who does the job right? 


To help you make that measurement. here are the facts: among the eight top 
magazines (which accounted for 51) of all general magazine advertising 


revenue in 1950) only 589 out of 5.976 advertisers maintained continu 


schedules of 12 or more insertions. And here is the reeord for all oth 


RECORD OF ADVERTISERS USING 
LESS THAN 12 INSERTIONS IN EACH OF THESE MAGAZINES 


No. of % of Total No. of Av. Ins. Av. per Advtr. 
Advtrs. Advtrs. Advtmts. Per Advir. within Field 
95.08 3,140 3.32 
92.30 2,024 3.45 
93.12 1,626 3.76 3.45 
93.82 1,503 3.67 arialacsaaes 
94.61 1,738 3.30 
94.09 3,167 3.43 
79.74 2,131 3.43 | 3.71 
83.45 3,661 3.90 J owt of 52 lees 


Because the “call reports” of these advertisers are so inadequate 
(think of it—only one call in every four in the monthly magazines. 
only one call in every thirteen in the weeklies!) GOOD HOUSEKEEPING 
has introduced an incentive continuity plan to help advertisers 
make more calls on their best customers—women. And it will help 


you sell more because you will call more. Ask us about it. 


WOMEN 


‘ J MB Py 7B. ED wT bl 
ner eo GOOD HOUSEKEEPING 


. are beneficiaries of 80° of all life insurance 


. influence 85°% of all purchases of co 


inherit 70% of the entates left by men The Homemakers’ Bureau of Standards 
own 66° of all privately owned government bonds Sth Avenue at 57th Street, New York 
own 50°, of all privately owned stock in corporations 

held 65° of the accounts in mutual savings banks 


Women bus ... when vou buy, buy women! 
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CHIMP 


Color Photo by Yila from Rapho-Guillumette 


Yours at 
Low Cost 
through Stecher-Traung 


OF FULL COLO 


POWERFUL IMPACT- Ful! Color cells its story fast— 
in the twinkling of an eye. Full Color ts easy to understand 
because it is REAL. And Full Color gets attention even 
when the competition ts cough 


REMEMBERED BY YOUR CUSTOMERS— Full 
Color hits hard and goes deep. It makes a lasting impression 
because it shows things as they ARE 


AT LOW COST=because we control every step of pro- 
duction. . because we have perfected the unique Combi- 
nation Run. . we can offer you the magnetic power of Full 
Color at surprisingly low cost 
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FULL COLOR 
ADDS 
A POWER PUNCH 


TO YOUR BOOKLETS 


STUFFERS 


GAME BOXES 


eran 
A Single Set of color-corrected ee 
negatives (the expensive part of 
engraving) can be used for all 

the different sizes of the main Kg 
illustration at the left. This is 


just one of the valuable econo- 
mics offered only by lithography 


FOLDING BOXES 


POINT OF SALE 


—_> 


Se 


LABELS 


HOW YOU CAN GET THE POWER 
OF FULL COLOR — ECONOMICALLY 


1. Stecher-Traung has developed an exclusive technique to cut the cost of high quality 
Full Color—THE COMBINATION RUN. With rigid quality control, your job can be 
combined with others on the same press run. The result: costs are spread over several 
orders—making Full Color economical for you. Best of all—we can promise quality equal 
to the excellent Full Color reproduction in fine magazines. 


2. The second way Stecher-Traung keeps quality high and cost low is by complete 
control from start to finish. We coat our own paper, set our own type, make our own 
engravings—even grind our own inks! This really means two plus values for you: lower 
cost and higher quality. Complete control eliminates outside costs and assures strict 
standards of quality—right down the line. 


For Full Color with special effects, special quality 


Another Stecher-Traung service is now available when you want special effects or quality 
—or when unusual reproduction problems are present. Your job is run alone. The long 
experience of Stecher-Traung craftsmen and the unequalled facilities of our modern 
plants are concentrated to give you an outstanding job—at competitive prices. Send the 
coupon for samples of unusual jobs, with costs. 


—Libhegrephy by STECHER - TRAUNG 


LITHOGRAPH CORPORATION 


274 NO. GOODMAN STREET 
ROCHESTER 7, NEW YORK 


600 BATTERY STREET 
SAN FRANCISCO 11, CALIF. 


BALTIMORE * BOSTON * CHICAGO + COLUMBUS 
Offices, « HARLINGEN + HARTFORD + LOS ANGELES + MACON 
} NEW YORK + PHILADELPHIA * PORTLAND * ROCHESTER 


L SACRAMENTO ®* SAN FRANCISCO ¢ ST. LOUIS * SEATTLE 


STECHER-TRAUNG LITHOGRAPH CORPORATION 


Gentlemen: Pieose send me ples of items checked below: 


0 Catalogs [] Lobels 
NAME_ 
COMPANY ___ 
STREET 
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z Importance and Function of Small Agencies 


Stressed at Continental Agency Meeting 


Medium 
handling 


Oct 9 


agencies 


PHILADELPHIA 


S1Zt ind 


1948 there were 3,279 agencies as 


small compared with 1,628 in 1939, and 


i diversity of accounts are not only 1,633 at the low point during 
ly important to the advertising World War II in 1944. However, 
try, but are important to the he said, the larger agencies in 1948 
b nugazine publisher as well, Don- did almost four times the business 
ild M. Hobart, v.p. and director done by all agencies in 1939. In 
of research for Curtis Publishing 1950, the 25 largest agencies placed 
Co., told the 195! annual conven- just a fraction over 3) of all 

tion of the Continental Advertising magazine advertising billing 

4 Agency Network here last week 

G The week-long convention at- @ Last year Curtis did business 
tracted more than 60 representa- with 574 agencies, Mr. Hobart ex- 
* tives of 16 agence with offices plained. The greatest volume ol! 
- in 24 cities in the U.S. and Canada. business with one agency was $7,- 
‘ Mr. Hobart pointed out that in 935,303. The smallest volume of 


5 1,011,687 
is 


the Zig 


To more than one million mature men, The Elks is 


more than just another magazine to be read for enter- 


| tainment alone. Truc, The Elks carries much editorial 

“4 content of general interest to men... but in addition, 
: ry it devotes many pages to the nationwide activities of 
Elks lodges in 1580 key trading areas. The 1,011,687 

, substantial men who read and own The Elks Magazine 
1 take pride in its editorial content and give preference 


to products advertised in its pages. 


I THE 


= MAGAZINE 


| New York + Chicago + Los Angeles - Detroit + Seattle: 


st.” 


daily newspapers print 
y % 


FREE! R.0.P. Mechanical Requirements! 


*Run-of -paper 


Lake Shore 


1224 W VAN BUREN ST. » CHICAGO 7, ILL 


my. . 


eeeeeeeeeeeeeeeeeee 
NEW YORK . Reilly Electrotype Div 

DETROIT + Michigan Electrotype & Stereotype Div 

LOS ANGELES « Reilly Plostuctype Div 

SAN FRANCISCO + American Electrotype Div 
INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance Independent Electrotype Div 

NEW HAVEN + New Hoven Electrotype Div 


business placed by 
$3,034. Of the 
business between 
and $10,000 with 


one agency was 
Curtis did 
low figure 


agencies 


total, 
the 
171 


“This points up in monetary 
words the importance and scope 
of the function you perform,” he 


said 
Smaller agencies generally main- 
tain a more personalized and inti- 


mate relationship with their clients 


not always possible where large 
accounts are handled, he pointed 
out. In many cases, the client is 
entirely dependent on the agency 
for ideas and to put these ideas 
into action 

@ The medium size and small 


agencies must first have ideas and 


know the clients’ products. Then 
they should learn about the mar- 
kets, study their clients’ sales 


problems and end up with a plan 
lor advertising 

Mr. Hobart warned that not all 
the markets are in large population 


areas, pointing out the value of 
furm paper influence on the con- 
sumer. In a Curtis study he quoted 


from, outlining 498 market areas 
for shopping lines, 71% of all sales 
oft shopping line goods in the na- 
tion were made in mar- 
However, only 43% of 
the actual purchases are made by 


In stores 
Ket centers 


tamilies who live in those centers, 
the study shows 

“As a medium size agency,” he 
concluded, “you have the oppor- 
tunity more than the large agency 
to start working with a client in 
the early days of his development 
You may change him from a non- 


advertiser to an advertiser and 
from a small space buver to a large 
space buyer.” 


@ During the ypening sessions, 
John Falkner Arndt, head of John 
Falkner Arndt & Co. and president 
of the Continental Advertising 
Agency Network, was reele 
a three-year term 

Friday 


sisted of 


cted for 


morning 
discussions on television 
advertising. These were conducted 
by John Wyatt and Regina Schue- 
bel of Wyatt & Schuebel, New 
York. A talk on profit accounting 
was given by Charles W. Petersen 
of W. C. Heaton & Co., New York 
Advertising plans by 
presented 


sessions cone- 


ind sales 


member agencies were 


during the afternoon 


Saturday morning sessions were 


devoted to new business solicita- 
tion. The afternoon forum dis- 
cussed pertinent questions on 


agency operations. At 
banquet Saturday, the group heard 
Dr. Richard G. Gettell 
omist of Time In¢ 


the closing 


chief econ- 


Gumout Promoted on Radio 
Pennsylvania Refining Co. 
Cleveland, has begun a radio drive 
for Gumout, a product used for 
cleaning the carburetor of auto- 
mobiles and other gasoline-pow- 
ered machines by application into 


the gas tank or directly through | 
the carburetor, on stations in! 
Cleveland, Minneapolis, St. Paul, 
Chicago, Detroit, Toledo, O.. Can- 
ton, O.. Buffalo, Syracuse, N. Y., 
Utica, N. Y., and Jackson, Mich. A 


complete merchandising 
dealers is part of the 
and newspaper 


planned 


plan for 
campaign, 
promotion is 


Newspaper Admen Elect 

The Newspaper Advertising 
Managers’ Assn. of Eastern Canada 
has elected James C. Anderson, ad- 
vertising manager of the Record, 
Kitchener, Ont.. president. Other 
officers elected are: Eric M. Wil- 
son, advertising director of the 
Star, Montreal, Ist v.p.; J. Ross 
Bates, advertising manager of the 
Standard, St. Catherines, Ont., 2nd 
v.p. L. Phil Vezina, advertising 
manager of L’Action Catholique, 
Quebec, secretary-treasure? 


Kaiser-Frazer Names Moss 

C. W. Moss has been appointed 
director of market research and 
analysis for Kaiser-Frazer Corp., 
Willow Run, Mich 


York, is one of the up-from-the-ranks people 
tan (celebrating its 50th anniversary 


of Chicago Show 


director of KMOX, St 


October 15, 


1951 


Advertising Age 


Among the 50 people enrolled at the School of Advanced Interna- 


tional Studies, a graduate school of Johns Hopkins University, is 
George D. Johnston, « 
Detroit 
ing on the agency's overseas staff 


traffic exec at J. Walter 
He started classes at the Washington, D.C 


Thompson Co., 
school for train- 


The University of Minnesota’s annual award for distinguished 


service in journalism goes this year to Linwood L. Noyes, publisher 
of the Daily Globe, Ironwood, Mich 
the Inland Daily 
F. Degan, account and merchandising exec at Ted 
conducting a course 
York University this fall 


Presentation is being made at 
meeting in Chicago Oct. 16...Robert 
jates & Co., is 
cosmetics at New 


Press Assn 


in marketing of drugs and 


Harry D. Adair, president of Metropolitan Advertising Co., New 
He joined Metropoli- 
this fall) as office boy in 


1907, and has been with the agency continuously, progressing 


through every department 


Two new ad prospects are R. J. Bates Jr., son of Rebert J. Bates 
Printing Co., born Sept. 10, and John Wood 
Doebler, who arrived Sept. 12, pride of C. W. Doebler, promotion 
Louis 


a* <6 hong? 


ALL IN ORDER- When Wes Nunn, advertising manager of Standard Oil (Indiana), 
returned to his desk from the meeting of the Assn. of National Advertisers at which 
he wos elected ANA chairman, he found a giant-size simulated Standard Oil ad 
congrotulating him. In the border ore signatures of SO advertising department 
members, and McCann-Erickson workers on the Standard Oil account 
At the recent Time and Life annual held at Wee Burn 
countrys Darien, Conn., members of the ad and sales staffs 
got their fair share of awards. David Niven, with Life’s advertising 


outings, 


club, 


promotion department, won the golf prize with a low gross of 82 
John Norwood and Doris Hewitt of sales won the mixed tennis 


doubles. The three-legged sack race was won 
of sales and his Girl Friday, Gladys Hutchinson. 

Among the six winners in the Kickers Handicap, part of the 
Time outing, were Nicholas Samstag, advert.sing promotion direc- 
tor, and Herbert Brown and Crowell Hadden of Time sales 

Arlyn Cole, president of Mac Wilkins, Cole & Weber, was one 
of the six new members elected to the board of directors of the 
Portland, Ore., Better Business Bureau. Reelected were M. J. Frey, 
general manager of the Oregonian, and Vernon R. Churchill, as- 
sistant to the publisher of the Journal! 

New member of the gentleman farmers’ club is Sidney Wells, 
v.p. of MeCann-Erickson’s Chicago office. He has just acquired 100 
acres in Knox County, O., Mrs. Wells’ family homestead 

Frank Goldberg, head of Goldberg Advertising. Sydney, Australia. 
is on his 15th world trip, visiting this country on the way to Eng- 
land Oct. 13 was the birthday of Burr Tillstrom, impressario of 
the Kukla, Fran and Ollie TV show, and it also was the fourth an- 
niversary of the program 

Don Smith, ad manager of Wilson & Co., Chicago, heads the slate 
of new officers of the ancient and honorable Western Advertising 
Golfers Assn., which will swing into its 46th year in °52. Chick 
Freeman, WLS, was elected Ist v.p.; Orie Wernicke of Holiday. 2nd 
v p.; Norm Bankart, N. W. Aver, secretary, and George Hadlock of 
Parents’ Magazine, treasure: 


by Stephen E. Kelly 


hes! 


Hal Tate, Chicago program packager, has 
duction—a son named Martin 
rotin Hospital Sept. 12 

Marvin E. Allesee, v. p. of Dormeyer Corp., Chicago, has returned 
from a combined business-vacation trip with his wife to Merida, 
Yucatan, and other Latin American spots New president of the 
Milwaukee Assn. of Commerce is Frank W. Greusel, president of 
Greusel Distributing Corp. And national councilor (representative to 
the U.S. Chamber of Commerce) is Walter Harnischfeger, president 
of Harnischfeger Corp 


mnounced a new pro- 


who made his appearance at Hen- 
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If YouWere An lowa Farmer.. 
_. Where Would You Get Information On What To Buy? 


In a lot of ways, farmers are just like any- 
body else. Like advertising men, even. 

Suppose, for instance, you're in the market 
for a new car. Do you just start out cold 
some noon to do a little window shopping? 
Maybe spot something that looks good and 
say: “Consolidated coupe? Never heard of 
it. Wonder who makes it, what kind of motor 
it’s got, how much gas it burns.” 

Of course you don’t—unless ad men are 
crazier than we've been given to understand 
(which doesn’t seem likely). When you take 
off on a shopping spree, you're already armed 
with a lot of dope on prospective purchases. 


You've quizzed friends and neighbors, and 
you've studied sales arguments in the adver- 
tising columns of your favorite publications. 

That's the way farmers operate, too. They 
get help on what, where and when to buy 
from sources in which they have confidence. 

What are those sources’? In lowa, the main 
one is a 98-year-old neighbor named Wallaces’ 
Farmer and lowa Homestead. 

Read the cutlines below to see how lowa 
farm folks feel about WF&IH. Then, if you 
can't figure it out for yourself, we'll be glad 
to tell you how that feeling affects adver- 
tisers in lowa’s leading farm publication. 


Published by Wallaces’ Farmer and Iowa Homestead . . . . Leading Farm Publication in lowa. . . . Des Moines, lowa 


co,” as 
Livestock—its care and feeding—is a subject in which every lowa 
farmer is vitally interested. An lowa State College survey shows 
that 37 per cent of Iowa farm operators depend most on Wallaces’ 
Farmer for livestock information. Next-best rating: 15 per cent. 


Market prospects a year or more from now are pretty important to producers of slow- 
growing meat animals and grains. For instance, the owner of these ready-to-sell walking 
T-bones is wondering when to start another cycle of turning corn into beef. Chanées 
are he'll turn to Wallaces’ Farmer and lowa Homestead for advice. Twice as may 
lowa farmers study market prospects there than in any other publication. 


= - eg "3 _s 
we 


d ; . P “ 
Machinery use and care are bread-and-butter problems to lowans like Powttry and egg production is a 
this new tractor owner. Iowa State College found that Wallaces’ major family project on Iowa 
Farmer and lowa Homestead is depended on most to answer questions farms. Maw, Paw and young- 
about mechanized farming. sters such as 17-year-old Janet 


. Reynolds depend most on Wal-  ¢ 
Know a Farm Wife laces’ Farmer and lowa Home- Corn end otner neid crops are the basis for lowa’s huge farm income. 
When You See One? 


stead for help in making more That Iowans depend most on Wallaces’ Farmer and lowa Homestead 
money from chickens. for advice on growing feed, food and forage is shown by an lowa State 

lowa farmers’ wives are just as 
modern as any group of urban 


4 College survey. In fact, college 
ladies. For proof, check the chic 


interviewers found that almost 
| three times as many lowa farmers 
to the right or the modern kitchen 
beyond. 


place principal reliance on Wal- 
laces’ Farmer and lowa Home- 
stead for crop-growing dope than 
on any other publication. 


TO SELL THE NO. 1 
FARM MARKET 
OR THE NATION 


Still, lowa’s farm homemakers 
haven't lost their old interests or 
skills. Our friend to the right, for 
instance, made that dress she’s 
wearing. And the tasty bread 
coming out of the oven at far 
right can’t be matched by many 
city cousins. 


Those special interests explain 
why Iowa farm women do so much “Fashions, Sewing, Patterns.” 
fie & 6 the OS eee SS 

; ng Rin lowa farm women read about Recipe and meal planning information is sought avidly by lowa’s farm 
farm paper like Wallaces’ Farmer mostly in Wallaces’ Farmer and homemakers. And the gals themselves say they get more of that 
and Iowa Homestead. lowa Homestead. information from Wallaces’ Farmer than from anyone else 
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ANPA’s Ad Bureau 
Sets Up Timetable 
of Sales Activities 


New York, Oct. 9—A timetable 
for space selling—-first of its kind 
ever made available to newspa- 
pers-—was announced last week by 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn. 

The “Annual Timetable of Re- 
tail Opportunities,” as the folder 
is called, “contains for the first 
time anywhere between the covers 
of a single publication a com- 
plete timetable for the selling ac- 
tivities of local newspaper staffs 
during every month of the year 
and in a wide variety of retail 
classifications.” 

Harold S. Barnes, 
rector, said the new annual also 
provides retail advertisers “with 
an array of solid facts about what 
will sell best during each month 
of the year, thereby making pos- 
sible the planning of newspaper 
advertising for the best results at 
the lowest cost to the retailer.” 


bureau di- 


contains facts about 
the seasonal fluctuations in the 
sales of more than 150 groups 
and items of merchandise during 
1950, on a national basis, and in 
separate regions 

It includes these features: 

1. A seasonal breakdown of the 
1950 sales of 19 types of stores 
and more than 60 items and groups 
of ‘merchandise in terms of the 
per cent of annual sales contrib- 
uted by each month, on both na- 
tlona! and regional bases. 

2. A breakdown of each month's 
sales in these commodity groups 
during 1950 

3. Data on the seasonal fluctua- 
tions in the newspaper advertis- 
ing of 91 key commodities during 
the entire year of 1950 

4. Tables comparing the rela- 
tive amounts of advertising given 
to these key commodities during 
every month of the vear. 


@ The folder 


e@ 5. A set of instructions and il- 
lugstrated working forms for use 
by newspaper sales staffs and re- 
tail advertisers in timing adver- 
tising programs to coincide with 
established seasonal consumer 
buying patterns. 

The annual makes use of color 
blocks to speed reader identifica- 
tion of the months of peak con- 
sumer interest in the commodities 
listed and it also has removable 
pages so that a space salesman 
may remove all those except the 
pages to be used in making sales 


EZE-STIK 


k 
1#-Adhesive Bac 
— Flocked | 


CHANGE PADS" 


New Styling Proved 
Successful by Field 
Tests and Reorders* 

* Before ordering these 
Change Pads, Carstairs 
Beech-Nut, Brown & Wil 
hhamson and others put trial 
runs to exhaustive held tests 
Immediate acceptance by 
deaiers an 
men won substantial orders 
and re-orders for EZE-STIK 
Selt-Adhesiwe Change Pads 


EZE-STIK CHANGE PADS ARE 


MODERN Lie far on (ounter 
ho imfterterence with package 
wrapping. Space saving 
ATTRACTIVE — Monochrome or 
mulnicolor flocking Eze-Sok 
self-adhesive back sticks to any 
smooth clean surface and 
remains indefinitely 
VERSATILE—Can be used of 
walls. mirrors, cash registers 
other store locations 

Get the facts... write or call us. 


EZE- STIK PRODUCTS core. ~~ > 


} product service 


sane en tree y 


tnfpree mares maceveerses 


“— AA, 424 West 33rd Street, N YIN | 
ase send us samples and prices of EZE 
| stik Self Adhes sive Change Pads | 
| Nome | 
| Firm | 
| Address 


presentations. 
Purpose of the annual is to se- Gi 

d ives Cour. : 

cure increases in local newspaper ee at Denves U 

linage, 


the 
medium.” 


Tutching Elected FC&B V. P. 
Tutching has 
in charge of Latin women’s v 
opera- Colorado state advertising director Cleveland 
Ralph B. 


Vincent 
elected 
American 
tions of Foote, Cone & Belding In- and publicity director, treasurer. 
ternational, The club is presenting a 19-lec- assigned to the New York office. 


“consolidate the tising 


position of the daily newspaper as Mountain News, has been elected ny py gh are running from System, Hollywood, has joined TV 


Canadian 


New York 


Denver Ad Club Elects: 


Numa L. James, general adver- 


manager of the 


1 advertising president of the Advertising Club 
of Denver. Other officers elected 
are Ed Porter, 
lope Co., Ist v.p.; Lee Fondren, 
KLZ, 2nd v.p.; Margaret Har- ecutive 
been vey, Daniels and Fisher Stores, 


p., and Lewis R. Cobb, ative 
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ture course on advertising practices Best Joins ‘TV Time’ 
this fall in conjunction with the 
University 
Rocky members 


. Natalie Knight Best, formerly 
= pono ay a with the public affairs depart- 
ment of Columbia Broadcasting 


Time, Los Angeles, as assistant 
editor. 


Rockmont Enve- McCann Promotes Batman 

Thomas H. Batman, account ex- 
with McCann-Erickson, 
New York, has been named cre- 
director of the 


Rowland to ‘Daily Times‘ 
George Rowland, formerly busi- 
agency's ness manager of the Washington 
office. He succeeds State College Daily Evergreen, has 
Koser, who has been joined the advertising staff of the 
Daily Times, Longview, Wash. 


Let's shed some light on the 
SUNDAY PICTURE! 


The Sunday picture we speak of is the family at 
home, relaxed and reading the Sunday paper — a scene 
that is repeated in millions of homes throughout the 
country, a reading habit of major significance to 
national advertisers. 


Let's examine, under the lights, this reading habit — 
with particular reference to the three giant-circulation 
magazines that accompany the Sunday papers 

of America! 

There’s Metro and This Week, both beautifully 
printed in gravure —and there’s American Weekly, 
printed in letterpress. Metro is individually edited by 
each of its associated newspapers; the “other two” 
are centrally edited, for the country as a whole. 


Because Metro is edited in each city where it is 
published, each edition contains many home-grown 
pictures and articles — pictures and articles that 

give Metro a local impact that the “other two” can’t 
give. People read Metro thoroughly because in it they 
see the things that are nearest their homes and hearts. 


Mighty METRO is a part of more Sunday 

‘scenes than is either of the “other two"—by far! 
For Metro has the world’s largest magazine 
circulation! 


DABTRO . . c - » Over 14,000,000 

* (the world’s largest circulation) 
THIS WEEK . Over 10,000,000 
AMERICAN WEEKLY Over 9,500,000 


Figures based on latest A.B.C. reports. 


N Mighty METRO reaches more homes in the 
Nation’s important retail areas. \J/etro gives 
vou 50°,-100°,, coverage in each of its 

publishing cities (see list below), as well as in more 
than 500 other cities with more than 10,000 population! 
And Metro, alone of the “big three”, gives you 
saturation circulation in America’s greatest retail areas. 


N Mighty METRO is better read by the people 
in the Sunday picture. Every postwar study 
of Sunday newspapers has shown that Mighty 

METRO tops the “other two” in readership of both 


editorial and advertising — with both men and women! 


“Mighty METRO accompanies the Number 
\ One paper in city after city, the papers you 
‘s invariably choose on one-paper lists. These are 
the papers in which people habitually shop. Metro, 
unlike the “other twe”, contains local retail ads — 
ads which have to pay off fast and do! Readers of 
Metro are actually looking for ads — and, among those 
looking, are the retailers themselves, your customers! 
Are you taking advantage of the mass circulation, 
the intensive circulation, the sustained high readership 
that only Metro can give you? Make Mighty METRO 
your Sunday Basic Buy, for no other magazine 
can bring your advertising story to so many people 
at so low a cost! 


Advertising and Sales Executives: Call in your Metro 
representative today and ask to see “Your Bridge to 
Sales”, a full-color, sound-film presentation. 


Mighty Metro — with the world’s largest magazine audience — is an advertising medium composed of 28 Sunday Magazine Sections, 
each of which is individually owned, edited and distributed by a leading American newspaper. These newspapers are: 


DES MOINES Register 

DETROIT News and or Free Press 
HOUSTON Chronicle 
INDIANAPOLIS Star 

LOS ANGELES Times 

MILWAUKEE Journal 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 


MINNEAPOLIS Tribune 

NEW ORLEANS Times-Picayune & States 
NEW YORK News 

PHILADELPHIA Inquirer 

PITTSBURGH Press 

PROVIDENCE Journal 


ST. LOUIS Globe-Democrat 
ond or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Stondord 
WASHINGTON Stor 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 7-5200 
CHICAGO: WHitehall 4-2280 * DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 * LOS ANGELES: Michigan 0578 
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| Clarke Joins White Motor ‘Ri , ‘Ri ? H , pa or near counterpart on the market | to handle what is expected to be a 
melo H. Clarke, formerly Bing Forms Bing s Things Com ny at the present time. The identities substantial promotion budget 
{ assistant to the asi . les ; ied od of the products are being withheld According to a company spokes- 
a phe ay a to Advertise and Sell Vari Pr ucts until the premiere showing which | man, “Bing’s Things” will fran- 
appointed sales manager of the HoLLYwoop, Oct. 9—A new type| H. L. “Bing” Crosby, president; chise in much the same manner as 


is planned for late this month. 
Sterling division of White Motor 


. of product endorsement was re-| Everett N. and Larry E. Crosby, is done now through the Crosby 
Co., Cleveland. His headquarters vealed here today with the forma-/ v.p.s; Basil Grillo, secretary; Larry # “Bing’s Things” will have simul-| Research Foundation. The trade- 
will be in Milwaukee. tion of the corporation “Bing’s Shea, general manager; Ray Fahn, taneous premier showings in New mark will be licensed to manufac- 

» Things,” headed by Bing Crosby, production manager; Jim Fahn, York, Chicago and Los Angeles at! turers. 
4 Peck joins Rolimen. Cary a merchandise and distribute some sales manager. that time. To be invited are manu- | The answer to an AA query in- 
scan ead Fe eye 23 items ranging from children’s According to Everett Crosby, facturers and buyers for depart- dicated that the difference be- 
Procter & Gamble Co., Cincinnati, #"4 adult wearing apparel, through items to be featured under the ment stores, novelty, drug, gift and tween the two activities will be 


tovs and games. 
Officers of the new company are 


trademark are fully patented or 
copyrighted, with no counterpart 


variety stores. Before that date an, that the new organization will take 
advertising agency will be chosen|a more active and direct hand in 
| sales, advertising and promotion of 
“Bing’s Things.” 


to join Rollman, Cary & Ritten- 
house, Cincinnati agency 


' Nesbitt Joins Critchfield; 
Hallicratters Makes Changes 
Charles J. Nesbitt, advertising 
and public relations manager of 
Hallicrafters Co., Chicago, has re- 
signed effective Oct. 12 to join the 
creative staff of Critchfield & Co., 
Chicago. John S. Mahoney, sales 


Chorles Nesbitt J. S. Mahoney 
promotion manager, will suceeed 
him as advertising manager 
Hallicrafters has also announced 
the following personnel changes: 
Michael D. Kelly was named tele- 
vision sales manager; William J 
Halligan Jr., radio sales manager; 
William S. Wright, operations 
manager; Fred T. Page, controller; 
Randolph W. Westerfield, named 
to the executive staff, and J, C 
Matthews, chief purchasing agent 


Colton Agency Elects Two 
William J. McDonald, executive 

v.p., has been elected president 

of Wendell P. Colton Co.. New 

York, to succeed Wendell P 

ton, founder of the agency, 

has been elected chairman of the 

board. Wendell P. Colton Jr. has 

been elected executive v. p 


brand) from only 
6 announcements 
THE HOUSEWIVES’ 
PROTECTIVE LEAGUE — 
Most sales-effective 


Make METRO 
. Your Sunday 
BASIC BUY 


OVER 14 MILLION CIRCULATIONI 
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FARM EDITORS 
ARE THE REASONS WHY FARM 
AND RANCH-SOUTHERN 
AGRICULTURIST PULLS 80% BETTER 


It’s no accident that FARM and RANCH-SOUTHERN 
AGRICULTURIST covers the range of rural interests in today’s 


Southland so completely — it’s a job done by men and 

women who know farm problems and farm living from A to Z. 
A team of 39 experienced editors creates, appraises and 
organizes every line of copy and every photograph that goes 
into FARM and RANCH-SOUTHERN AGRICULTURIST. 


39 reasons why it outpulls the second Southern farm magazine. 


| A 
Assistont Editor Production Editor Edstorial Assistant Editorial Assistant Veterinary Editor CARRUTHERS DO 
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CARL TIBART VIRGINIA A SWAIN J £& STANFORD Jimmy RULE DENNEY PLUMLEF t D PARNELL MARY PAIGE WALTER MOORE 


Book Editor Forily life General and Music Edvtor Mowe Edite Poultry Editor Beouty Edvtor Cotton 
Child Care Humor 


FARM AND RANCH- 
SOUTHERN AGRICULTURIST ne 


RECEIVED 80% MORE REQUESTS FOR HOME SERVICE 
HELPS LAST YEAR THAN WERE RECEIVED BY THE e 
SECOND SOUTHERN FARM MAGAZINE coos 


676,557 requests for home service helps were written to 
FARM and RANCH-SOUTHERN AGRICULTURIST 
last year... 


mee ee we 


300,098 more requests than the second farm magazine esenee 6 KRAMER j 
omes 
received during the same period of time. i 


t That’s indisputable proof that Farm and Ranch-Southern 

Agriculturist has top readership in the South.. and MORE 

READER RESPONSE MEANS MORE ADVERTISING 

PULL! t \t 

, ' MONICA JOY 


Flowers 


x ae circucation 
| ; GUARANTEE 


1,290,000 


PRICE HOBGOOD 
Building Editor 


= 


———_ 


- 
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JOHN HARRIS 


Horticultural Editor 


New York 17 Chicago | 
122 E. 42nd St. 333 N. Michigan Ave. 


‘Ss 0 U T HER MUrray Hill 5-6815 Dearborn 2-5182 ——— 
For more informa- ; 3 R IS Scents 9 Settes 2 Food procervation 
tion on the South’s 1036 Peachtree N.E. 2027'/, Young St. < 


Elgin 1800 Riverside 1181 
best read farm publi- 


‘ : ; Farm and Ranch Los Angeles 17 San Francisco 3 
cation — write, wire Publishing Co. Simpson-Reilly, Ltd. Simpson-Reilly, Ltd. 
" f 318 Murfreesboro Road 318 Halliburton Bidg. 814 Central Tower 
or phone any Of our Nashville 10, Tenn. 1709 W. 8th St. 703 Market St. 
offices listed here. Telephone: 42-5511 OUnkirk 8-1179 Douglas 2-4994 
JACK GRAY 
General 


_ 
—— 
RUTH CLARKE ELOISE S (COFER ESTHER (COOLEY CHANNING COPE WAYNE DARROW WILLIE VIE DOWDY JANE FARWELL ARTHUR GANNON 
Foods Seeds Consumer Pastures ond 1 Woshington Home Becrestion Poultry Ed:tor 


Education Economics Correspondent Management 
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Some TV Shows 
Low on Sponsor 
Identification 


Trendex Shows Rating 
Leaders Often Suffer 
from Misidentification 


New York, Oct. 9—With tele- 
vision costing advertisers more all 
the time, they are vitally inter- 


. ested in making sure the audience 


knows exactly who is paying the 
salary of the high-priced enter- 
tainer cavorting on the video 
screen 


A look at the Trendex report on 
sponsor identification—the most 
recent one, compared with its two 
(Oct.-Nov. 1950, Feb.-March 1951) 
predecessors—-indicates that not 
all advertisers are impressing their 
names in the minds of televiewers 
as clearly as they might wish to do 
At the opposite extreme, others 
are getting nearly perfect scores 
in this respect. 


e@ The last Trendex report on 
sponsor identification was based 
on interviewing done during the 
first week in June and the first 
week in July. Telephone calls were 
made in 20 cities. Several pro- 
grams are not mentioned since the 
index ratings are published only 
for those shows which have a suf- 
ficient “live” station lineup in 
their interviewing cities to be com- 
parable. Some regular shows which 
went off the air in June also were 
not included 

Sponsor identification on the 
average for television—65 to 70% 
correct identification, according to 
Trendex—is much higher than 
that of radio, where 60% correct 
identification is generally consid- 
efed a good ranking and the aver- 
age is decidedly lower. 

Another noteworthy point: The 
highest rated programs in the pop- 
ularity polls are not necessarily the 
leaders in the sponsor identifica- 
tion column. “Texaco Star Thea- 
ter” (NBC-TV), which has long 
mo@nopolized the No. 1 position on 
all the national video ratings, was 
in 13th place on the SI index for 
June-July, with a correct score of 
84.3. against a score of 86.4 in Oc- 


GENERAL FOODS 


Knows That, 

As Aristotle Said, 
FOR YOUTH THE 
FUTURE IS LONG 

That’s Why 
It Advertises POSTUM in 


SCHOLASTIC 


MAGAZINES 


Reaching 1,000,000 oe 
Subscribers Weekly bn 
lor and Ben 


at 


hh Ps 


tober-November, 1950. 


@ Perhaps more significant is the 
fact that 12.4% of the people who 
were questioned about Milton 
Berle’s antics in June didn’t know 
the name of his sponsor, while 
3.3% of them gave somebody else, 


not Texaco, credit for the presen- 87 


tation. 
Programs outranking 

Star Theater” 

order: 
Horace 


“Texaco 
on the SI index, in 


Heidt (Philip Morris), 


93.6; “Amateur Hour” (Old Gold), 
93.0; “This Is Show Business” 
(Lucky Strike), 90.4; “Your Hit 
Parade” (Lucky Strike), 89.5; 
“Kraft TV Theater,” 89; “Philco 
Playhouse,” 88.8; “Stop the Music” 
(Old Gold, Admiral), 88.6; God- 
frey’s “Talent Scouts” (Lipton), 
2; “Break the Bank” (Bristol- 
Myers), 86.9; “Comedy Hour” 
(Colgate), 86.1; “Ford Theater,” 
84.6; “Chance of a Lifetime” (Ben- 
dix), 83.3. 

Misidentification generally was 


low on the programs surveyed. Ex- 
ception: Paul Whiteman’s “TV 
Teen Club,” which had a whop- 
ping misidentification of 25% 
(Nash-Kelvinator Co. has just tak- 
en over the sponsor reins from 
American Dairy Assn. and the 
audience hadn't yet made the men- 
tal switch, Trendex suggests.) Next 
“The Web,” sponsored by P. 
Lorillard Co. for Embassy cigarets, 
with a misidentification of 9.1. 
Time would not seem to be a fac- 
tor in this case since this thriller 


was 


Advertising Age, 


October 15, 1951 


had been an Embassy presentation 
for a year when the study was 
made. 


@ Heading the “don’t know” spon- 
sor list on the June-July index 
were: “Amos 'n’ Andy” (Blatz), 
53.6; “Big Town” (Lever), 46.7; 
“Ellery Queen” (Kaiser-Frazer), 
43.9; “Four Star Revue” (Motor- 
ola), 40.7; “Lights Out” (Admiral 
Corp.), 39.1; “Martin Kane” (U. S. 
Tobacco Co.), 39.1; “Danger” (Am- 
m-i-dent), 35.1; “The Web” (Em- 


Daytime audience 16.3% bigger 
Evening audience 22.3% bigger 


(according to Nielsen, Ist half of 1951 vs. Ist half of 1949, full network average audience) 


Don Lee can deliver your sales message consistently to more 
people through their own, major, local selling medium at a lower 


cost per sales impression than any other adv ertising medium. 


That’s a big statement, but it’s true because Don Lee is a 
big network. Don Lee broadcasts locally from 45 network 
stations in 45 important Pacific Coast markets with all 
the local selling influence and prestige that you need to 


do the best job of selling within each local market 


on [ee audiences have grown 


where your sales are actually made. 


As a matter of fact, Don Lee is the only selling medium 


actually designed to sell consistently to all the Pacific 


Coast. That’s why Don Lee consistently broadcasts more 


regionally sponsored advertising than any other network 


on the Pacific Coast. Don Lee delivers more and better 


and the advertisers who sell the Pacific Coast know it. 


WILLET H. BROWN, President» WARD D. INGRIM., Executive Vice-President 
NORMAN BOGGS. Vice-President in € harge of Sales 

1313 NORTH VINE STREET, HOLLYWOOD 28. ¢ ALIFORNIA 
Represented Nationally by JOHN BLAIR & COMPANY 
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bassy), 34.1; “Quiz Kids” (Miles 
Labs.), 33.3, and “T-Men in Ac- 
tion” (Borden Co.), 32.3. 

“Amos ’n’ Andy,” who made 
their TV debut on June 28, had 
a high enough rating to be in- 
cluded on the basis of one week's 
interviewing, but apparently most 
of the people watching the show in 
the second week were not aware 
of the sponsor’s name. Until 
about 14 months ago, Admiral 
Corp. did not interrupt the drama- 
tic action of “Lights Out” for a 


commercial—a 
the Narrator 


middle 
which 


courtesy 

reminded 
viewers of at the start of the pro- 
gram. 


es Because of the limited number 
of nighttime programs included in 
this series of reports, they give lit- 
tle information as to how the mul- 
ti-sponsored telecasts of one sort 
and another—alternate weeks, 
participating, etc.—are paying off 
in the way of mental impressions 
for the advertisers. 


that 
creates confusion in the minds of 
the viewers, at least in the early 


Indication co-sponsorship 


stages, came from findings on 
“Godfrey & His Friends” on the 
October-November, 1950, index. 
Misidentification scores were high 


on the portions sponsored by 
Chesterfield (17.4), Pillsbury 
(16.9) and Toni (18.8). On the 


other hand, the Snow Crop seg- 
ment of “Your Show of Shows,” 
which at that time had nearly a 
score of sponsors, was only 2%. 


Multi-weekly shows covered in 
the June-July, 1951, index, with 
their correct identification rating: 
“Mohawk Showroom,” 90; “Stork 
Club” (Fatima), 87.1; Perry Como 
(Chesterfield), 85; “Camel News- 
reel,” 70.5, and CBS News (Olds- 
mobile), 65.2. 


Mutual Bank to Tamm Agency 

Mutual Bank & Trust Co., St. 
Louis, has appointed Tamm-Ull- 
man Advertising Agency, St. Louis, 
to handle its account. 


ee 
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The Nation’s Greatest Regional Network 


BROADCASTING SYSTEM 


the Pacific Coast 


h bigger an 


to-the-minute 


Scott and Meck Merge 


The boards of directors of Scott 
Radio Laboratories, Chicago, and 
John Meck Industries, Plymouth, 
Ind., producer of television re- 
ceivers, have approved plans for 
the merger of the two companies. 
Meck shareholders will vote on 
the plan at a special meeting in 
Plymouth, Oct. 15, and Scott 
shareholders will vote at a meet- 
ing in Chicago, Oct. 23 


Vandy Co. Names MacDonald 
Arthur R. MacDonald Inc., Chi- 
cago, has been named by Edward 
A. Vandy Co., Chicago, to handle 
advertising for its California Red- 
wood furniture for outdoor liv- 
ing, and a comprehensive line of 
trellises, fencing and related items. 
Business papers and home service 
magazines will be used 


Walsh Gets Two Accounts 
Walsh Advertising Co., Toronto, 
has been named to handle adver- 
tising for George Rogers Co., food 
importer and distributor, and for 


Quaker oil heaters, ranges, and 
furnaces (through Modern Sales, 
Toronto). 


The most 
frequently 
quoted 
business 
publication 
in the world? 


That’s what many say about 
The Wall Street Journal. Frank- 
ly, we don’t know. We do know 
that The Journal’s contents get 
a wide distribution — not @nly 
among the 211,233 subscribes in 
all 48 states, but also among 
those in the wide spheres these 
subscribers influence. ‘ 

These decision-making exeécu- 
tives must be well informed 
and they also help keep others 
informed on important business 
developments. These readers find 
the editorial matter of The 
Journal so informative and mp- 

that requests to 
reprint articles are fe contin- 
uously. See how many varieties 
of businesses are represented by 
the originating sources of these 
requests, received by The Wall 
Street Journal in only a seven 
week period: 


Advertising Agency 
Agricultural Feed Migr. 
Appliance Migr 

Bank 

Building Materials Migr 
Business Machine Migr 
Cement Migr 

Chomber of Commerce 
Chinchilla Ranch 

Civic Commission 
Educational Foundation 
Engineering Firm 

Farm Machinery Migr. 
Housing Development 
Insurance Firm 
Magazine 

Medical Academy 

Oil Company 

Paper Cup Migr 
Publishing Firm 

Radio Migr 

Real Estate Boord 
Sovings-Loon Assn 
Stote Department 
Textile Company 

Toilet Goods Migr. 
Trade Association 
University 

Utility 

Wood Products Migr 


If you advertise to business, 
The Wall Street Journal should 
head your list, too! 


The Wall Street Journal 
published at: 

New York Dallas 

Chicago San Francisco 
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NFL Surprised 
at Trust Suit 
on Telecasts 


PHILADELPHIA, Oct. 10 —A federal 
anti-trust suit was filed here late 
vesterday igainst the National 
Football League and its member 
clubs, charging restraint of trade 
in limiting broadtasting and tele- 


casting of professional football 
games 

Assistant Attorney General H. 
Graham Morrison, head of the 


anti-trust division of the Depart- 
ment of Justice, admitted it was 
a test case and indicated it might 
be the forerunner of similar suits 
against college football, boxing 
and éven professional baseball 

The suit came as a complete 
surprise to everyone who had been 
watching for such a against 
the National Collegiate Athletic 
Assn., which only recently threat- 
ened to throw Penn out of the as- 
sociation for offering a contract 
to ABC-TV 


case 


s The Philadelphia Eagles Inc., 
Philadelphia representative in the 
National Football League, was 
named defendant along with the, 
league and 1! other member clubs. 
The suit is supposedly aimed at 
the league's territoria] rignts pro- 
vision under which telecasts cf} 
league games are not carried in 
cities in which a league team is! 
playing a home game. | 

3ert Bell, commissioner of the 
league, said he had not been served 
with any papers as of Oct. 10. He 
admitted surprise, and told ADVER- 
TISING AGE that his league had 
been “more liberal in its television 


policies” than any other sport or- 


®anization in the nation. 


jm The league plans to contest the 


Buit, he said, and expects to win. 
In fact, Mr. Bell told AA, before 
the league put its television and 
Tadio plans into effect, those plans 
Were taken up with the anti-trust 
division and were followed, with 
Several minor exceptions. The ex- 
Ceptions were made to protect! 
Sponsors and the teams’ finances, | 
he said 
We have nothing to hide,” he 
Continued, “FBI investigators have 
been in the league offices and the 
offices of member clubs and have]! 
been given full cooperation.’ | 
Advertisers, however, hove ap-| 
preciated our liberal policies both 
for radio and television,” he added, 
ind advertisers should get behind 


is on this because we have been 
ling to go along with them.” | 

' 

® As proof, he pointed out that the 


ire sponsored by Atlantic 


Retining Co. on “away” games on 
television and by Miller Brewing 
Co. on a special radio network of 


nearly a dozen stations, Atlantic | 


Refining and Chevrolet dealers are 
sponsors of telecasts of Pitts- 


CO- 


$15 BILLION 
TREASURE HUNT) 
NOW UNDER WAY! 


STAKE YOUR CLAIM _ 
IN THE NEGRO MARKET 


Strike it rich! A little digging with the right 
tool will pay off big in sales and profite—and 
the right tool to use in the vast Negro market 
is thelr own Race publications, the newspapers 
and magazines they welcome into their homes. 
No one can afford to overlook a market of 15 
nillion people spending $15 billion a year on 
every conceivable type of merchandise—espe- 
clally when @ large portion of this market can 
be claimed at little effort and cost. Negroes are 
intensely loyal to their own publications; they'l! 
respond to sales messages they see there; so 
be sure your message reaches this $15 billion 
market—and reaches it the best way! For full 
details write Interstate United Newspapers, 545 
Fifth ¥., serving America’s leading 
advertisers for over a je 


ONE EXAMPLE: 27, +,,20:0", & 
rich market, can’t beat the Court 
ty 1,500,000 Negroes in 423 


reed by states each 
week. Color comi magazine section, and . 
section help make it merice’s most a 
wockiy . Tell the Negro-—you'll set! the | 
Negro! Act new! 


burgh Steelers’ 
Brewing Corp. of 
dio sponsor of the Cleveland “If they consider us the worst 
Browns and the same company is offenders in sports, as they are 
television co-sponsor with Atlantic quoted, apparently they have not 
of “away” games in Chicago. read about Penn and the cicsed 
The league permitted an 11l-sta-| fight circuits,’ Mr. Bell added. 
tion television network to handle, 
both the Chicago Bears and Car-| s Mr. Morrison told the press the 
dinals on a participating sponsor-| suit was filed as a result of com- 
ship basis for home games. Amoco| plaints, but he refused to define 
is both radio and television spon-| the complaints or who filed ibem. 
sor for the Washington Redskins.| He called the NFL the “worst” of 
Last year the Los Angeles Ramsj those investigated. 


“away” games under Ad- 


telecast home 
America is ra- miral Corp. sponsorship. 


games 
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| “We feel the American public) BASEBALL RIGHTS EASED 


with this new medium of enter- 
tainment is entitled to have and 
see these performances,” he de- 
clared. “The public ought to be 
| able to buy what it wants.” 

| Mr. Morrison said he hoped this 
action would remove rastrictions 
on the right of each team to de- 
|termine terms for broadcast cr 
|} telecast. The NFL teams ao er- 
range contracts with sponsors in- 
| dividually under the league’s pres- 
| ent policy. 


New York, Oct. 11—Major 
league baseball club owners have 
announced that they have repealed 
league restrictions on the broad- 
casting and televising of games, 
and have returned authority in the 
matter to the individual clubs. 

The action means that, hence- 
forth, major league clubs can air 
games in minor league markets at 
the time that minor league games 


are played. 
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Buy Three Newspapers 


John Dinise and George Zanon, 
publishers of the World Independ- 


ent, Walsenburg, Colo., have 
bought three other Huerfano 
County, Colo., papers, the daily 


Huerfano County News; La Veta,a 
weekly, and the Spanish language 
El Clarin, weekly. 


Fiorino and Tomas Bow 

Vince Fiorino and Odette Tomas 
have opened a public relations of- 
fice at 410 Wrigley Bldg., Chicago 


Aldens Xmas Flyer Out 
Aldens Inc., Chicago, wearing 
apparel and home furnishings mail 
order house, has issued its Christ- 
mas Catalog in the form of a 348- 


page pocket-purse size book 
(5%2x7'e") 

S. Igler Joins N. W. Ayer 
Sasha Igler, formerly on the 


NBC production staff in Chicago, 
has joined the radio-promotion de- 
partment of N. W. Ayer & Son, 
New York, as a writer 


Bendix Magazine Copy ‘Shocks’ the Reader 


SoutH Benp, IND., Oct. 10—A 
new ad campaign for Bendix Home 
Appliances Division of the Avco 
Mfg. Corp., now under way, 
“shock” type illustrations 


uses 


One ad in the series, appearing | 
in Good Housekeeping, Life, Mc-} 


Call's, Modern Romances, The Sat- 
urday Evening Post and True 
Story, shows a housewife splashing 
dirty water on freshly-washed 
clothes. The headline asks: “You 


wouldn't do this to a snowy-clean 
shirt! Then why buy a washer that 
does?” 

Copy goes on to say that Bendix 
washers keep dirty water from 
draining back through clothes.) 
This theme was discovered after 
a two-year search for a campaign | 
keynote that would be common to! 
both types of automatic washer 
the company builds (Gyramatic, 
and Economat) and yet would be} 


No... but it helps to keep 
Ohio Farmers Fying j 


o- 


igh! 


Nothing imaginary about it...this is a real profit product for Ohio 


farmers! 


What you're looking at is a bouncing drop of maple syrup, many times 


magnified. Making maple syrup pay is an art of Ohio farmers. Ability to 


produce more varied crops gives them strong, steady, year-round high 


income. 


Ohio is in the top ten states in a long list of other farm crops—eggs, 


hogs, soybeans, corn, winter wheat, poultry and a dozen more. 


Your best bet to reach this choice, steady farm market is through THE 
OHIO FARMER—widest and most read farm magazine in the state. Seven 


out of ten of a// farm families receive it twice every month. 


Not many other states offer you the same steady prospect for big farm 


sales. Two others matching Ohio's steadiness through the year and years 
are Pennsylvania and Michigan, served by PENNSYLVANIA FARMER 
and MICHIGAN FARMER. Write for full information—T1013 Rockwell 


Avenue, Cleveland 14, Ohio. 


CLEVELAND 


PENNSYLVANIA FARMER, 
Horrisburg 


MICHIGAN FARMER, 
East Lansing 
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exclusive with Bendix. 

Bendix, which is using more 
consumer mass media than at any 
time in the past, will follow up the 
magazine drive with local news- 
paper copy, direct mail, and dem- 
onstration tie-ins on its TV show, 
“Chance of a Lifetime.” 

Tatham-Laird Inc., Chicago, is 
the agency. 


AANR Detroit Chapter Elects 

The Detroit chapter of the 
American Assn. of Newspaper 
Representatives has elected Jack 
F. Kent of Ward-Griffith Co., New 
York, newspaper representatives, 
president. Other officers elected 
are: George S. Dix, Philadelphia 
Inquirer, v. p.; Frank W. Pennock, 
Advertising Service, secretary, and 
John H., Baker, Chicago Daily 
News, treasurer. 


Magazine Sets Rates 

Plays & Players, new monthly 
published by Schubert Publita- 
tions, 220 S. Michigan Ave., Chi- 
cago, has fixed its one page bkw 
rate at $200, with discounts for six- 
and 12-time insertions, based on a 
circulation of 5,000. 


4,000 NEW TV 
} Families Every 


, ‘ 
; Month! ; 
; ‘ 


’ That's the big 


, 

‘ 
: ) 
) ‘ 
) 


You get when you buy 


 WOW-TV 


, 
, 
; OMAHA } 
$ One of the nation’s 
$ fastest growing 
5 TV markets! > 
} 
} 
{ 35,000 sets sold 
5 } 
§ this year, makinga =} 
} 
P total of more } 
2 than 88,000 NOW! 3 
P . 7 
This will reach 7 
; 
( 
/100,000; 
‘ 
} : | 
i ! 7 
by year's end! 
‘ it pays to buy ‘ 
; in a rising 
‘ MARKET! 
, a 
, 
, § 
; WOW-TV : 
- } 
, 
| Insurance Bidg., Omaha 
§ Telephone WEbster 3400 
Frank P. Fogarty, Gen’! Mgr. 
Lyle DeMoss, Ass't Gen'l Mgr. 2 


or ) 
ANY JOHN BLAIR-TV OFFICE 
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| wing ut, Mr Blue... 


Blow it good, boy... 


————— 


you got three-quarters of a million businessmen out front. 
Toot it loud and hot... we just counted the house... 

4 106,500 Presidents and V-P’s . . . 35,800 Secretaries and Treasurers . . . 
133,900 Managers . . . 439,900 Owners and Partners . . . 


Man! You’re playing to business’ biggest audience! 
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Why shouldn’t you blow your horn? You make a terrific product. 


Your price is right. Your trade margins are handsome. Your distribution is sound. 
You hire the best advertising brains in the business. You get traffic-stopping lay- 
outs and customer-making copy. 


And then, if your campaign doesn’t do the job you thought it was going to do, 
you forget that maybe it was predestined for failure . . . because of underexposure. 


Nothing, nothing, nothing takes the place of circulation. 


Nothing is so costly as not enough coverage. 


Selective selling is fine in its place... but you can selectively sell yourself right 
out of the market if you miss too many buying influences, opinion molders and 


“no” men. 


The business market is big. For most people it is not a lot of a little markets but 

one son-of-a-gun of a mass market . . . $500 billion dollars big! And in case you 
an didn’t know it, that’s four times bigger than the market Lucky Strike and General 
~ in, Foods and other big consumer folks sell. 


ce ee TT I A A I A 


For volume sales you must have volume advertising—mass impressions. You must 
ns surround the buyer, his boss and his boss, and a lot of other guys with a favorable 
e | .atmosphere for your product. fo 


Nothing tess will da. Nothing Jess w rit 4 taday when so many factors in your very 
“owe business are beyond your dirgetion. What can you do about taxes except pay 
“doen? What can you do about trols? About wages and hours, unemployment 


banefite, rising: pebsts . f a7 


> 


~*~, 


e 
! . You can sell like you never sold before. You can 
thet iving daylights out of the mass business market. 
off fo the three-quarters of a million businessmen who 
‘ou nu egh cover major trading areas as no book for business- 
top . . big business, small business, all business. 


withpeople like the Pennsylvania Railroad, Bell Telephone, 


uck, Studebaker, Santa Fe, National Cash Register, Travelers Insurance, 
p some new sales records . . . that’s what you can do. 
i 5 


We'll tell ae you ci n 
ick up your trumpet ang 
u can advertise = 


i 
* 
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NATION’S BUSINESS 


“ A GENERAL MAGAZINE FOR BUSINESSMEN 
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Brinton Pushes New Slogan of four-color pages in Hosiery 
H. Brinton Co., Philadelphia, @"d Underwear Review, Knitted 
manufacturer of textile machin- Outwear Times, The Knitter, Tex- 
ery, is using a new slogan, “Lead- tile World, Textile Age and Tex- 
Z ing the Knit Parade,” in a series tile Panamericanos 


Thirty-three years of producing 
film messages have given us 
the know-how to put selling- 
punch into TV film «pots and 
yet keep costs down. 


1335 S.WABASHAVE. CHICAGO _ : 
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By , In one vear’s time. Tops In The Shops. REDBOOK’s mail 
order section, has become one of the most productive in the 


country. The testimonials pour in, complete with repeat 
orders for space, month after month! 

One look at the returns helps you appreciate the tremen 
dous purchasing power of REDBOOK’s target audience 


18 to 35’ers whe need so many things in their marrving. 


family-forming. home-building vears... and have the money 
to huy them. 


Consider these mail order results, plus the significant in 


VITAL YEARS 


TRANSITION—Old and new officers of the Los Angeles chapter of American Assn. 
of Newspaper Representatives plan an active 1951 fiscal year. Seated, left to right 
Chester J. Doyle, Doyle & Hawley, outgoing director; Victor Baumgartner, Fitz 
patrick & Chamberlin, new v.p.; Leo Wilson, Cresmer & Woodward, new president 
Stonding, left to right: Chuck Jamison, Jann & Kelley, reelected secretary-treasurer; 
Charles Fisher, Reynolds-Fitzgerald, outgoing president and new director 


Mail order advertisers buy Results 


ee eeethat’s why more and more buy 


bY a 
_ 12468024 from 18 to 35 7 39 41 43 45 47 49 51 53 55 57 59 6) 63 65 67 69 11:73:75 :77:«19 7? 


Redbooks , : oung Adults 


THE VITAL MARKET 


per ine h to reach over 4.000,000° readers. with the fieures 
for other magazines. There's just one conclusion: RepBooK 
is vour best buy... the most economical. most rewarding 
way to reach a concentrated audience of big buyers. 

Your media schedule won't be complete without the 
only multi-million-reader magazine devoted exclusively to 
Young Adults. For the biggest return on your advertising 
dollars. help them make their first big buying decisions in 
their magazine — RepBooKk! 


*Consumer Magazine Report —Daniel Starch and Staff. 
frerage Circulation 2.001992 ABC Statement, 12/31/50. 


in sales with small ads in Tops In The Shops 


Merchandise Mail Order Price Results 
TOYS 
Child's Easel $4.00 $3,200.00 in sales 
“No other magazy has aerven ws as 
mann returns per wnumber of reader 


per dollar spent 


TV Chair for Kids $3.00 $2,100.00 in sales 
Puppet-Radio $19.95 This ad sold ont reedable 
radios 
Child's Doctor Kit $4.00 $1,000.00 in sales 
Musical Jack-In-Box $2.00 $1,000.00 in s tles 
“Redhook an excellent mail order 
edium, 
FASHIONS 
Girdle $4.98 $3.545.00 in sales! 
Nylon Robe $8.99 $3,920.00 in sales! 
Woman's Ski Suit& Cap = $12.95, $1.79 £1. 765.00 in sales! 
Child's Sock Pack $1.00 $1,100.00 in sales! 
Blouse $3.99 Completely swamped with orders,” 
$1,256.00 in sales in 15 days 


t35 r lows. 


MAIL TODAY LEARN HOW TO GET THE MOST FOR YOUR AD DOLLARS 


Reovoon wncaine [please sendme scopy ofteenesns 
230 Park Avenue () Please send your rate card. ! 
New York 17, N.Y. O — have your advertising representative ' 

0 Seces have him see my advertising agency H 

Name 
Company : 
Street - 
City Zone State ' 
Agency G10 ' 
see eee eeeeeeeeoeons coce eveooooseeoo ! 


:% 
crease in all-over advertising in REDBOOK. compare SET7.24 
(| The f thei h “ . 
. ese are some o ¢ items that pulled over 
> Merchandise Mail Order Price Results 
GIFTWARES 
a Car Cigarette Lighter $2.95 #4.425.00 in sales! 
+ Tie Case $2.95 4% $3.95 *1.488.00 in sales 
“Erceptional respons for catalog 
e md veru high conversion sale 
Paper weight Memento $3.00 $1,575.00 in sales! 
“Pulled more orders than 16 previ 
ous publications in which our prod 
uct has appeared ... came fromall 
48 states... a qood income group 
Asncan Ashtray $1.00 $1,297.00 in sales! 
ye Cigarette Box $7.95 $1,272.00 in sales! 
9 Wine Decanter $3.00 #1.245.00 in sales! 
Ss “We found vour medium one of th 
hest in the country!” 
Grandma Moses Pilate $3.00 #1,050.00 in sales! 
Man's Alligator Belt $5.00 $1,000.00 in sales! 
: HOUTSEWARES 
Be Cuckoo Clock $20.00 $5,920.00 in sales! 
Door Knockers $4.45 & $1.97 $5,867.00 in sales! 
Xmas Cards $3.00-$10.00 = #2. 2 12.00 in sales! 
wh hudgetin ' iseure 
wou that Redbook wu cluded. 
ov Xmas Tree Ornaments $3.00-$5.00 575.00 in sales! 
4 cellent response 
‘ Stamp Roll Dispenser $1.00 £1.377.00 in sales 
Indoor Greenhouse $3.50 & $5.00 $1,220.00 in s tiles! 
“Your higher uu i 
total dollar volun Better How 
& Gardens at $1.98 
Shortening Measure $ .69 “Swamped with orders.” 
Two-Way Lamp $5.00 $1,000.00 in sales' 
Copyright 1@51 
REDBOOK MAGAZINE, 230 Park Ave... New York 17 
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ABC Offers Own 
Inducements to 
Radio Sponsors 


New York, Oct. 11—It is becom- 
ing increasingly clear that the 
days when network radio can be 
accused of hamstringing itself by 
ironclad restrictions which dis- 
courage some advertisers who 
otherwise might use the medium, 
are passing, if not already past 

Now the competition is = on 
among major networks to see who 
can offer a sponsor the most “flex- 
ibility.” Latest to be heard from 
is American Broadcasting Co., 
which apparently has been spurred 
on by recent announcements from 
National Broadcasting Co., now in 
the midst of sweeping changes 
(see Page 1), and Columbia 
Broadcasting System, the first net- 
work to make a publicized play for 
one-time sponsors for nighttime 
broadcasts 


@ Speaking up for ABC was C. T 
Ayres, v.p. in charge of radio sales, 
who set forth the network's posi- 
tion on a number of points now 
under discussion in a letter to ad- 
vertisers and agencies. He indi- 
cated that ABC will yield to no- 
body on flexibility and invited 
companies with a “particular prob- 
lem not covered” in any of the 
ABC plans to get in touch with 
him. 

“As long ago as Jan. 1, 1947, 
we issued a rate card designed to 
give the advertiser maximum flex- 
ibility in selecting the network of 
stations to broadcast his program,” 
Mr. Ayres said. “That rate card 
provided specific discounts for 
specific hand-tailored networks 
For example, an advertiser can 
purchase what is commonly known 
in the industry as a basic, moun- 
tain and coast network comprising 
some 50 metropolitan markets in 
network option time and this net- 
work earns a discount of 25% 
(one-half hour evening annual 
basis). Additional discounts are 
earned as additional stations are 
used to the extent that a half-hour 
evening on a full network qualifies 
for a 37%% discount on an annual 
basis.’ 


e He said no “rigid grouping re- 
quirements” had been made for 
ABC radio in the last several vears 
—a fact of which such advertisers 
as General Foods Corp. and Kel- 
logg Co. “have taken advantage.” 

Mr. Ayres added that the same 
philosophy is carried out in the 
Pyramid Plan. This enables an ad- 
vertiser to purchase participations 
in several evening shows 

“In anneuncing this Pyramid 
operation in March of this year, 
we pointed out that an advertiser 
could buy one participation one 
time in one program or he could 
buy all four participations in all 
four programs for 52 weeks or any 
combination thereof,” the ABC ex- 
ecutive wrote. “In addition he 
could select whatever markets he 
chose in order to fit in with his 
sales and promotion plans. A spe- 
cific example of this flexibility is 
the American Chicle Co. for Clor- 
ets, which started on some 100 
eastern stations the first of last 
July. Clorets is now using some 
250 ABC stations coast to coast.” 

Mr. Ayres credited ABC with a 
“radical departure in network 
broadcasting involving co-spon- 
sorship of daytime serials-——thus 
permitting one advertiser to pur- 
chase one-half sponsorship at ex- 
actly one half the cost of an es- 
tablished ‘going concern’ and on a 
network of his own choosing.” 


@ As to the one-time sponsor offer 
made by CBS for the “Red Skelton 
Show,” and since made by NBC 
for “Barrie Crane” and the last 
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} 30 minutes of the “Big Show,” Mr. 
Ayres had this to say: | 
| “Many advertisers have used 
‘one-time shots’ from time to time 
for some specific purpose. Such is 
not new to broadcasting. However, 
on Sept. 1, 1949, we issued a spe- 
cial rate card covering the cost 
of a specific time period for one 
} time, for two times, for 26 times 
| on an alternating week basis and 
for 13 times on an every-fourth- 
week basis. 

“Obviously, such a plan is de- 
signed to meet the needs of an 
advertiser who may have special 
seasonal promotions and for the 
company that wants to make full 
use of network radio, but who may 
not have sufficient appropriation 
to contract for 13 weeks of broad- 
casting. Such programs as ‘Holly- 
wood Star Playhouse’ and ‘Chance 
of a Lifetime’ are immediately 
available on such a basis. 

“In other words you can buy 
any number of weeks of an es- 
tablished program in just the same 
manner as you would schedule a 
certain number of pages in a mag- 
azine.” 
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Sargent & Co. Boosts 
Roy Salaman, T. E. Orban 
Sargent & Co. New Haven, 
Conn.. manufacturer of builders 
hardware and tools, has promoted 
Roy Salaman, advertising man- 
ager, to director of advertising and 
sales promotion. Before becoming 
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Roy Salaman Theodore E. Orban 


advertising manager five years, 
ago, Mr. Salaman was a company} 
representative in several midwest-| 
ern territories. | 

Theodore E. Orban, art director 
and assistant to the advertising| 
manager, has been promoted to, 
advertising manager 
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Willys of Washington | 
sold 13 Jeep station _ 
wagons and found it _ 
had to borrow a | 
car from another 
dealer to satisfy the 
demands of an - 
insistent customer—__ 
allastheresultof 
” just three mentions on 
THE HOUSEWIVES’ — 
PROTECTIVE LEAGUE 
_ Most sales-effective - 
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It’s a farm market, the richest on earth. It's a mass market, dominated by 
farmers. You can’t sell Mid-America 


“yn without the farmer—nor the magazine that 
N a J “Fae? { concentrates on him alone. 
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sete MIO-AMER! 


the richest Farm Market on Earth! 
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THE BEST CUSTOMERS IN THE BEST STORES 


A nine-city study of 25 top department 

stores shows that 85.3% of “U.S. News & World 
Report” families have charge accounts in 

one or more of these better stores in their city ... 
and 53.1% of them have charge accounts in all! 

Store by store, city by city, this kind of concentration 
among the best customers of the best stores is 

the highest we’ve seen for any magazine! 


| Class News Magazine 


The publishing formula of “U.S. News & World 
: Report”— the essential news and its consequences — 
naturally attracts the people of importance. 
They hold positions in every level of decision 
in manufacturing, construction, transportation and 
‘h communications, public utilities, finance, 
wholesale and retail distribution, industrial 
services, government and the professions. No wonder 
America’s retailers agree with America’s 
business and industrial advertisers — 
“U.S. News & World Report” readers are good 
accounts to have on their books. 


UJ o S a N CWS lp y 7 a . — wth 
magazine | «World Report | Avs inits field in 1991 


| IN PERCENTAGE ADVERTISING GROWTH 
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= What Brand is he Pushing? 


7 You can get a reliable check on retail dealer activities 


in the United States by using 
an ACB service. Brand prefer- 
ences are reflected in newspaper 
advertisements, and ACB can 
furnish you all the details. 


ACB Dealer Tie-in reports have 
been used by leading merchan- 
disers for many years. They are 
made to your own specifications 
as to information or areas cov- 
ered 


Advertising Age, October 15, 1951 


Tea Moves Too Slowly Off Pantry Shelves, 
]. R. Hawkinson Tells Tea Assn. of U.S. A. 


Wuite SuLpuHur Sprincs, W. VA., 
Oct. 8~—One factor retarding the 
sale of tea is the slow movement 


of the product off home pantry 
shelves, according to James R. 
Hawkinson, professor of market- 
ing and consultant in sales and 


marketing, Northwestern Univer-! 


This and other important in- sity school of commerce. 

& formation is revealed in detail Send Today “ea “We have heard much about to- 
by ACB's Research Reports as = s i-page Catalog describing and it: day’s smart. self-service retail 
it appears anywhere in daily AGB ‘will furnish to merchandisers. Gives | Stores where products move out! 

. newspaper advertising. details of cost, coverage. list of users, ete. | fast when they are advertised ef- 

fectively, when they are packaged 

: strikingly and when they com- 

b ACB SERVICE OFFICES mand the attention of the one-stop 

= 79 Madison Ave. * Phone: Murray Hill 5-7302 * New York (16 buyer when she moves among the 

538 S. Clark St. * Phone: Wabash 2.6130 * Chicago (5 shelves,” he told the sixth — 

ig 161 Jefferson Ave . Phone: 37-0595 . Memphis (3) en ee ee pone tool - 

~ H h : Sutter 1 : a> a “S q ’ age 0 
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petition on the pantry shelf. What 
does that mean for tea? It means 
the need for not only an attractive 
eye-appealing package of the right 
size, the right shape; not only an 
attractive eye-appealing and com- 
manding package, but also one 
that’s easy to use and has ade- 
quate, clear instructions on how to 
brew a good cup of tea.” 

Prof. Hawkinson insisted that 
successful sales programs today rec- 
ognize the principle that “products 
are not successfully sold until they 
are successfully in use,” and 
added: 

“There's competition among bev- 
erages on the pantry shelf and you 
can be sure that the winning prod- 
uct has been made easy to use 
Remember, women today want 
easy buying, easy operations, easy 
ownership, easy maintenance and 
easy use. 


@ “Because tea is successfully sold 
when successfully in use, today’s 
marketing program calls for fol- 
low-through to the home in the 
package design, in label instruc- 
tions for use, and in the advertis- 
ing campaign—all aimed at the 
one target: successful use in the 
home.” 

J. O. Peckham, executive v.p 
of the A. C. Nielsen Co., Chicago 
told the convention that successful! 
promotion of tea involved several! 
factors: 

The product must be right—in 
taste, convenience for use and ap- 
pearance. (He urged additiona! 
and more effective means for 
persuading people to make a bet- 
ter cup of tea.) He also advocated 

1. Emphasis on tea as the “most 
economical” beverage 

2. Good distribution in the na- 
tion's food stores 

3. “Media advertising, merchan- 
dising and point of sale display 
must be coordinated both in time 
and theme. This is difficult to ac- 
complish, particularly when there 
are so many companies involved 
in promoting the product. But any- 
thing that could be done in im- 
proving this situation should help 


the consumer franchise of the 
product.” 
4. “Sufficient sustained effort 


must be made to create and drive 
home the impression that leads to 
purchase and use.” 


@ Mr. Peckham cited figures from 
a Roper survey showing that con- 
sumer sales of tea in 1950 
amounted to 69,300,000 pounds, as 
compared with 1940 sales of 60,- 
800,000 pounds—a gain of 14% 
in home consumption 

However, he said, sales of regu- 
lar and soluble coffee (pounds) 
during the same decade went up 
53%, while fluid milk (quarts) 
enjoyed a 24% increase 

“This relationship of tea, coffee 
and milk is particularly surpris- 
ing,”’ he continued, “when we con- 
sider the relative cost of these 
three beverages on a cup basis.” 
At the end of 1950, he said, a cup 
of tea cost about one-half cent, 
regular coffee cost 2.5¢ a cup, and 
fresh milk 6¢ a cup 

“Relative cost does not seem t 
be much of a factor with the con- 
sumer,” said Mr. Peckham. “This 
was particularly evident when‘ the 
price of regular coffee increased 
so rapidly in the fall of 1949, while 
consumer sales of tea remained un- 
affected 


@ “While relative cost does not 
seem to affect home consumption, 
the much higher ingredient cost of 
coffee suggests that restaurants, 
hotels and institutions would be 
well advised to promote the great- 
er use of tea among their custom- 
ers.” 

Mr. Peckham, with the use of 
charts, showed that total home 
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ELECTED—New officers of the Detroit chapter of the American Assn. of Newspaper 


Representatives are George S. Dix (left), 


center), Ward-Griffith, president. Congratulating them is David Sampson, Jann & 
Kelley, the retiring president. 


SOWIION S SFOLFTLY.... 


4 Post-Hall Syndicate 


MLUSTRATION iN THE 


Philodelphio Inquirer, v.p., and Jock Kent 


usage of tea and coffee amounts 
to about 68.9 billion cups a year— 
with coffee accounting for 72% of 
this figure, and tea 28%. The 
measurable part of the advertising 
and promotional bill for coffee and 
tea in 1950, he said, amounted to 
$14,200,000—with coffee account- 
ing for 78% of that total expendi- 
ture and tea 22%. 

“Perhaps,” said Mr. Peckham, 
“some consideration should be 
given to ways and means of in- 
tensifying the effort on behalf of 
tea in the light of expenditures on 
competing beverages.” 

Herbert C. Claridge, v.p. of Sa- 
lada Tea Co., Boston, was reelected 
president of the Tea Assn. of the 
U.S 


HARPER SHEPPARD 

Hanover, Pa., Oct. 10—Harper 
D. Sheppard, 83, board chairman 
of Hanover Shoe Inc., and presi- 
dent and publisher of the Evening 
Sun. Hanover’s only newspaper, 
died early today at the General 
Hospital here 

A native of North Carolina, he 
was co-founder with C. N. Myers, 
of Hanover Shoe in 1899. Mr. 
Sheppard served as president until 
1940, when he became chairman 
of the board, being succeeded as 
president by his son Lawrence. 

The elder Mr. Sheppard, how- 
ever, continued as president of 
Sheppard & Myers, which conducts 
the company’s retail store opera- 
tions. He founded the Hanover 
Evening Sun in 1951. In 1926 he 
organized the Hanover Shoe Farms 
and developed it into one of the 
world’s largest establishments for 
the breeding of trotting horses. 

Twenty-five years ago he and 
Mr. Myers gave Hanover its Gen- 
eral Hospital 


STILLMAN F. NORTON 
Satt Lake Crry, Oct, 9—Still- 
man Fred Norton, 70, retired vet- 


eran advertising manager and! 


lumberman, died of a heart ail- 
ment Oct, 2. He was playing golf 
when he was stricken. 

Retired in 1950 as advertising 
manager of Morrison-Merrill & 
Co., Salt Lake City lumber firm, 
Mr. Norton also had been associ- 
ated with Rio Grande Lumber Co., 
and F. S. Murphy & Co 


JOHN LORD BUTLER 
PHILADELPHIA, Oct. 9—John Lord 


Butler, 58, retired advertising ex- | 


ecutive, died vesterday at his home 
here of a heart attack 

Mr. Butler joined the firm of 
Tracy-Parry after World War I 
and later formed his own agency 
here. Before his retirement in 1947 
he was with Aitkin-Kynett Co 


Boosts Arthur Sy to V. P. 

Arthur H. Sy, sales manager, 
has been promoted to v.p. in 
charge of sales of American Dis- 
trict Steam Co., North Tonawanda, 
N. Y.. manufacturer of expansion 
joints and steam distribution 
equipment 


‘Sun-Times’ Raises Price 

The Chicago Sun-Times, as well 
as the Chicago Tribune(AA, Oct. 
8), raised its single copy price a 


penny to 5¢ last Monday. The 
Chicago Daily News and Herald- 


COMICS FOR 
SALES PROMOTION? 


BUT I'M SERIOUS, MADGE/ COMICS TECHNIQUE 
AND SO IS THIS FOUR-COLOR 
COMIC BOOK! iT PicTURIZES 
OUR PRODUCT STORY SO 

EVERYONE CAN UNDERSTAND 


FOR US? , 1 


American have cost 5¢ for some 


(2 THIS ISN'T REALLY POST- HALL 
COMICS...'\T'S TOPNOTCH \ SYNDICATE... 


WHO DID THIS OB J PICTURE BOOKLETS 


J THEY SPECIALIZE 
“IN LOW-COST 


FOR BUSINESS AND 
INDUSTRY... DID THE 
COMPLETE 108 
FROM SCRIPT IDEA TO 
PRINTED PUBLICATION / 


‘ene Call Ken Hall at the POST-HALL SYNDICATE, 295 Madison Avenue, NYC 17. 


Send for our new Ulustrated, full-color 
brochure. It shows you what we have 
created for famous-name firms. These 
illustrated examples may inspire you, 
Get your copy NOW! 


CROSLEY RADIO DISPLAY 


Here’s the heavily-embossed, three-dimensional display 
that has made a hit with Crosley dealers: AGOODMAN 
heatmill design (motion without a motor). Multi-color 
band revolves over face of display to carry out the Crosley 


more 


sS 


9) THE PUBLIC STARE— 


service— ideas and production 
for their P.O. P. displays. 


feature of table-model cabinets in a 
range of colors to match any room 
color-scheme .. . Light in weight — 
heavy in sell! 


. ri w : 
(HERES A CROSLEY 10 Fi 
CHEME OF ANY ROOM 


© COLOR § 
Write for illustrated brochure 


MANUFACTURING COMPANY 


145 WEST 63RD STREET - CHICAGO 21, ILLINOIS 


NATION'S MOST SELF-CONTAINED OPERATION: FROM DESIGNING THROUGH 
ART-WORK, TOOLING, PRINTING AND MANUFACTURING, ALL UNDER ONE ROOF 


product-impact that puts words into peoples’ 
mouths at the point-of-purchase is really 
achieved by GOODMAN DISPLAYS. That’s 
why so many smart merchandisers depend on GOODMAN 
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Lee Co. Outlines 
New Method for 
Selling Its Hats 


HARTFORD, CONN., Oct. 9—Frank 
H. Lee Co., Danbury, Conn., has 
come up with what it calls a com- 
method for selling it 
called “simplified 
introduced at the 
semi-annual sales meet- 


pletely new 
hats. The 
selling 


idea 
Was 


companys 


ing here recentiy by E. R. Richer, 
v.p. of Grey Advertising Agency 
which handles the Lee account 

In the future, it was disclosed 
instead of displaying hats of all 
colors available in each line, Lee 
salesmen will show only the fea- 
tured hats, and will use swatch| 
cards to exhibit the color variety 
With such swatches, it was pointed | 
out alesmen will only need to} 
carry about half the number of | 
hats they formerly did | 

In addition to saving time for) 
oth the salesman and the cus-| 
tomer, Lee feels the new method | 
houla aid retailers, by making} 
their buying job easier and per-| 


mitting ther to concentrate on the 
important promotional hats to aj} 
thar before | 


greater leuree was 


possible 


The new sale ipproach will al- | 
so function for the Lee Co. divi-! 
sion, Disney Inc. Mr. Richer pre- 
sented Lee and Disney ad pro-| 


gfams for the coming spring and | 
s¥mmer, and that full-| 
COor pages in magazines will again | 
b@ used next vear 


stressed 


Swift Renews Sponsorship 


Swift & Co, Chicago, has re-| 
new: its half-hour sponsorship 
of the 8-9 a.m., CST, “Don Mc-! 
Ne! Breakfast Club” show on} 
AR effective Oct. 22, for 52 
Werks. General Foods Corp., New | 
Yo: ind Philco Corp., Philadel- 
phia, sponsor the remaining half- 
hour. J. Walter Thompson Co. is | 
tBe agency for Swift 
Frisco Is 15th TV Market 

The San Francisco area is in 
16th place among television mar- 
ker th a total of 233,025 tele- 
Visi ets in use as of Sept. 1, ac- 
cOrding to the San Francisco Tele- 
Vision Stations Committee 


Denver Gets First TV 


Denver has been introduced to 
TV with the televising of the 
World Series. KFEL televised the 
series in two of the city’s hotels, 
the Brown Palace and Cosmopoli- 
tan, where home-type receivers 
were set up in the lobbies, coffee 
shops, taverns and lounges 


Field Research Moves 

Field Research Co., San Fran- 
cisco, market and consumer survey 
company, has moved to 400 Mont- 
gomery St 


Food Magazine Joins NBP 

Institutional Food Wholesaler, a 
publication of Ahrens Publishing 
Co., New York, has joined Nation- 
al Business Publications, Washing- 
ton. It is the fifth of the company’s 
publications to become affiliated 
with NBP 


Marconi Boosts George 

W. Victor George, broadcasting 
manager of Canadian Marconi 
Co., Montreal, also has been given 
the responsibility for public re- 


lations, publicity and advertising. 
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Flanagan Opens Own Agency 

Robert J. Flanagan, advertising 
and sales promotion manager of 
Dulane Inc., River Grove, IIL, 
manufacturer of electrical appli- 
ances, has resigned effective Oct. 
15 to open his own agency, R. J. 


Flanagan & Associates, at 184 W. 
Washington St., Chicago. 
Inland Elects Two 

The Inland Daily Press Assn., 


Chicago, has elected the Tribune, 
Cheboygan, Mich., and Inter Lake, 


Manthorne to Pilling Shoe 


Bert Manthorne, formerly head 
of his own wholesale company, 
Manthorne Shoe Co., Boston, has 
been appointed sales manager of 
John Pilling Shoe Co., Lowell, 
Mass., manufacturer of children’s 
footwear. 


Rodgers Reopens Studio 

Jerome W. Rodgers, formerly of 
Art Department Inc., New York, 
has reopened his Rodgers Studios, 
advertising art service, at 220 E 
42nd St., New York. 


Kalispell, Mont., to membership. 


How to stretch a good 


You can do it with 


MECHANIZED 


MECHANIZED SELLING works for you at 
a cost you can count in pennies. The results 


pay off in dollars added 


margin! Put the high speed and low cost 
of advertising to work for you. By quick- 
ening the first three steps to a sale 


chart 


to your profit 


see 


MECHANIZED 
your sales forecee—adds precious time to 
each salesman’s day which he can devote 
to the specialized jobs that he, and he 
alone, can do best: making a specific pro- 


posal ard closing the order. 


SELLING | stretches 


THAT’S MECHANIZED SELLING AT WORK! 


A 20-page booklet, “Mechanizing Your Sales with Business Paper Advertising,” is 
available to interested executives. Also, for sales meetings, a sound-slide film, titled, 
“Mechanized Selling—Blueprint for Profits.” Write to Company Promotion Dept. 


easeeuaestvrens F 


McGRAW-HILL PUBLICATIONS 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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Comstock Gets Urbana Wine 


Comstock & Co., Buffalo, has 
been named advertising and mer- 
chandising counsel for Urbana 
Wine Co., Hammondsport, N. Y 
Lawrence C. Gumbinner Adver- 
tising Agency formerly had the ac- 
count. 


Caston Joins ‘Gentry’ 

B. F. Caston, formerly with 
United Nations World, has joined 
the advertising staff of Gentry, 
new magazine published by Re- 
porter Publications Inc., New York. 


‘Illinois Liquor Key’ Will Bow This Month 


Cuxicaco, Oct. 9—Morton Kallis, 
publisher of “Official Motor 
Freight Guide,” will bring out a 
new publication, Illinois Liquor 
Key, for beer, wine and liquor 
retailers, later this month. 

It will contain an alphabetical 
listing of all alcoholic beverages 
available in Illinois, showing both 
the wholesale and suggested re- 
tail price. Editorial content will 
consist primarily of business as- 


sistance tips for the liquor retailer, 
and there also will be a buyer's 
guide. 

Tentative date of publication is 
Oct. 25, but actual date depends 
on the outcome of the alcohol tax 
provision in the general tax bill 
now being considered in Congress 

A bi-monthly, Illinois Liquor 
Key will have a circulation guar- 
antee of 100,000 and an advertis- 
ing rate of $400 per page 


Robert More will be editor and 
Art Faber will be advertising 
manager 


‘AMERICAN EXPORTER’ 
PLANS NEW BOOK 

New York, Oct. 9—Johnston 
Export Publishing Co., publisher 
of American Exporter and three 
other publications, will bring out 
American Exporter’s Automotive 
World next April 

Circulation will be approximate- 
ly 40,000 and it will be published 


salesman 


SELLING 


When advertising is doing its job on steps one, two, three and six your salesman has 


MECHANIZED SELLING at work. 


more time for steps four and five. This is 


THE COST of taking your 


product to market is usually as 


important in your profit picture 


as how many units you sell. 
A sales budget that has to be 


stretched to cover outsize selling 


costs can’t help cutting into 


your profits. That’s why your 


skilled salesman’s time is money. 


He must use expensive time to 


the best possible advantage. 


You can help him by clearing 


away preliminary selling chores 


51 
in three editions—-English, Span- 
ish and Portuguese 

Automotive World is designed to 
“bring to those engaged in auto- 
motive service work, repairs and 
maintenance the information they 
seek on American methods, Ameri- 
can equipment and details of new 
mechanical features of vehicles, 
and specifications.” 


Anti-Freeze Push Begun 

U.S. Industrial Chemicals Co., 
New York, has launched the big- 
gest campaign in its history for 
U.S.I. permanent anti-freeze and 
Super-Pyro anti-freeze. Separate 
campaigns for each product are 
scheduled. For U.S.1. anti-freeze a 
color spread in The Saturday Eve- 
ning Post plus half-page color in- 
sertions in Collier's, Look and SEP 
are scheduled through November 
A total of 5,500 24-sheet posters in 
328 cities and radio announcements 
on 89 stations in 48 markets com- 
prise the campaign for Super- 
Pyro. Announcements will break 
on a staggered basis, keyed to the 
arrival of cooler weather. Geyer, 
Newell & Ganger, New York, is 
the agency. 


Lor aM 


idea 
to scH? 


If you're selling soup, soap or syr@p 
there are plenty of places in whith 


to cry your wares 


But if you have an idea you 
want to put across to the relatively 
few men of influence who can do 
you any good if you make @r 
sell a product or a service essential 
to mobilization if you are a 
publisher of literate or specialized 


there is no other 


periodical that will bullseye your 


non-fiction 


story so accurately to a select and 


limited audience! 


If you were to scan The Re- 
porter's subscription galleys, you'd 
instantly recognize many names as 
news commentators, Congressmen, 
government officials, journalists, 
educators, top executives in busi 
ness and industry a notable 
number of the nation’s leaders. And 
the ones you don't know are equally 
influential in 


curious, articulate, 


their own circles 
When you have an IDEA to sell, 


look into the potent audience rep 


resented by 


The Market Place of Ideas 
Q5¢ at all good newsstands 


220 EAST 42nd STREET, NEW YORK 17, WN. Y. 
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m 140 Editors Attend Food Conference; 
AANR, 25 Advertisers Are Hosts 


Cuicaco, Oct. 11—-Although few Representatives, were guests of 25 
new products were introduced at advertisers and allied organiza- 
the eighth annual Newspaper Food tions. By means of demonstrations 
Editors’ Conference held here this and exhibits, the visitors had a 
week, more than 140 editors learn- chance to closely study food prod- 
ed of many developments and ucts and their manufacturing proc- 
trends in food marketing esses 

They also came away with 
greater confidence in the food pro- @ Asked by AA what they most 
ducers and processors got out of the conference, the food 

The editors attending the five- editors mentioned new product in- 


lay conference, sponsored by the formation, exchange of ideas with roop EDITORS Attending the eighth annual Newspaper Food New Orleans States; N. B. Barclay, president, Snow Crop Mar- 


American Assn of Newspaper other editors and the chance to Editors Conference sponsored by the American Assn. of News keters; Miriam Beckes, Seattle Times; Clarice Rowlands, Milwau 
. ‘ . i z —___.._ paper Representatives held in Chicago last week were, from kee Journal, and Agnes Reasor Olmstead, Atlanta Constitution, 
ea a Se ee Gee ee ee ee ee ee ne ee ee ee ee ee ee ee ee ee ee es ee ee eeetetnte left to right: Roy K. Marshall, educational director of WFIL and twice winners of the American Meat Institute Vesta award: and 


we point with pride to those TV trailers | WFIL-TV, Philadelphia; Frances L. Fields, Times-Picayune and Harriett Thomas, Honolulu Stor-Bulletin. 


| 
Jeaturing Milton BERLE, Eddie CANTOR, | meet the advertisers and vegetable salad and dessert seasonal material 
| Bob HOPE, Ed WYNN which we made Asked how aga yo can s —— recipe copy as food edi- 

: | er , . . of more help to food editors, the tors’ style; careful editing of re- @ Stephen A. Douglas, promotion j 
bid | ot for National Broadcasting Company. | latter suggested: clearer and less cipes to avoid mistake; elimination director of the Kroger Co., told the 
: | Telefilm Inc. Hollywood 28 Calif. Since 1938. | cluttered pictures; no liquor on of product name in copy to ease yisitors that better ways of mer- 

| é 4 beer in pictures; more fresh fruit editing, and earlier mailings for chandising food have brought a 
— ——— - ———_—__———_ ——__——————__—- “dinner-table revolution” to Amer- 
iy ica 

“Americans are eating more, 


pe better and with greater gusto than f 
“ any other people in the history i 

» of the world,” he said. “This is _ 
: because food dealers are trying to i 
—. give the housewife what she i 
By wants.” ; 
; ; 
% ’ 
> , ; 
; 


The most dramatic evidence of 
the “dining-table revolution” can 


f be seen on today’s frozen food, 
‘ . * 
‘2 d poultry and meat counters, he 


4° ey osahe . : { jan added 

i : Mr. Douglas told how his com- 
pany since the war has abandoned 
ry the practice of dressing poultry 
before the customers’ eves. Today 
poultry is sold fully dressed, cut 
up, packaged and pan-ready 

The result has been an increase 
in poultry sales from 15,000,000 
pounds in 1947 to 54,000,000 pounds 


— ————— in 1951, he said 


: » e Other postwar developments are 


the process of rapid aging of meat 
N.Y. , VT. to improve its quality and the 
\ amazing expansion of the frozen 

food industry. 
“Frozen food sales’ increased 


c"> 
om ] 
i 
| a | 
ted 
os 


Y four times between 1947 and 1950," 

sas Mr. Douglas said. “This vear they 

22 cities glas si : 
° y are running 62.2% ahead of last 


year. Consumers are spending 
about 26% of their disposable in- 
come for food, not because food 
costs are proportionately higher 
but because today we're eating 


e@ 428 towns 
fe e@ 54 counties 
a @ 2,980,100 citizens 


i 
; 
4 
. 
| 
; 
7 


4 more and better foods. It’s true 
e 8 ’ 0 radio families j that we're spending more to live 
40,04 i today, but we're living better and 
x4 . / buying higher quality foods.” : 
station T - ) 
: e only NBC SCHENECTA PY J. Russell Ives of the American 
Meat Institute told the editors 
ople than 32 states ‘ 
. @ more peop a that there is enough feed to fur- 
ther increase output of livestock 
m oods purchased than ; 
° ore g pu MASS. ‘ and meat in 1952. But production A 
34 states of feed crops should be expanded if 
in subsequent years in order that 
: re “k bers 2e e 
© men spendable income than livestock numbers may keep pace 
with the expected growth in our 
36 states PENN. human population. 
CONN. R.I. 
e @ Mr. Ives said “hog production 
fa has expanded for five successive 
years. A further gain in 1952 is 


considered likely. Commercial pork 
production in the 12 months begin- 
N.J. ning in August is expected to ex- 
: ceed last year by about 6%.” 
‘ J He asserted that cattle numbers 
/ will increase by about 6,000,000 
Z head during the current year, rais- 
ing the Jan. 1, 1952, figure to about 
90,000,000 head—a new record. Al- 
though sheep and lamb production 
has increased during the year, and 
@ compact market of 54 counties in Eastern New York and further increases in subsequent 
W estern New England whose population exceeds that of 32 states yeers are in prospect, he ssid it 
will take several years for lamb 
supplies to get back to “normal.” 


“An interesting trend in recent 
years,” he added, “has been the 
increase In our total meat pro- 

THE OF THE TH STATE duction represented by sausage 
and canned meats.” 
@ A’ spokesman 


; of Snow Crop 
A GENERAL ELECTRIC STATION REPRESENTED NATIONALLY BY NBC SPOT SALES Marketers told the food editors 
that for the first time the com- 
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pany has established a test kit- 
chen. He also added that Snow 
Crop is now making available 


Stories and recipes for food editor 
use. 

H. G. Thomas, a General Mills 
v.p., speaking for the National 
Macaroni Institute, told the group 
of the part the milling industry is 
playing in getting the best wheat 
to macaroni manufacturers. The 
editors also got a chance to see 
the actual milling and manufactur- 
ing of macaroni before their eyes, 
demonstrated by the use of minia- 
ture machines. Prof. Glenn S. 
Smith of the University of North 
Dakota related the history of dur- 
um wheat, and told of the research 
that is being done to provide a 
finer product 


@ General Mills, at a dinner ses- 
sion, introduced the visiting editors 
to Colorvision cake, a packaged 
product, and C. A. Swanson & Sons 
at an evening meeting served its 
new Chicken Pie, which is now in 
the process of distribution. 

The closing meeting of the con- 
ference was sponsored by the Wine 
Institute where taste harmonies of 
cheese and wine were demon- 
strated 

Awards for “outstanding excel- 
lence in the presentation of news 
about food” were given by the 
American Meat Institute to four 
editors Winnifrecd C. Jardine, 
Deseret News, Salt Lake City; Ag- 
nes Reasor Olmstead, Atlanta Con- 
stitution; Clarice Rowlands, Mil- 
waukee Journal, and Ruth Ellen 


Church, Chicago Tribune. Entries 
were judged on journalistic style, | 
use of pictures, food page makeup | 
and presentation of new trends and 
methods 

e J. H. Sawyer Jr.. Sawyer-Fer- 
guson-Walker Co., Chicago, was 
the conference chairman. The fol- 
lowing were the participating 
groups: MclIi!henny Co., Kroger 


Co., American Home Foods, Amer- 
ican Meat Institute, Quaker Oats 
Co., International Apple Assn., C 
A. Swanson & Sons Co., Pan- 


American Coffee Bureau, Swift & 


Co., Hotpoint Inc., Campbell Soup 
Co., Snow Crop Marketers, Gen-| 
eral Mills, Florida Citrus Commis- | 
sion, Hawaiian Pineapple Co.,| 
Libby, McNeill & Libby, Wilson 
& Co., Tea Council, Lever Bros.| 
Co., National Macaroni Institute, 
Kraft Foods Co., Borden Co., Con- 
verted Rice Institute, Armour & 
Co. and Wine Institute. 


ON AIR FROM CHICAGO 
Boston, Oct. 11—“The Yankee 
Home Town Food Show” is orig- 
inating today and tomorrow from 
the annual Newspaper Food Edi- 
tors’ Conference in Chicago. 
Ruth Mugglebee, food editor 


8x id - 
GENUINE 
GLOSSY 


PHOTOS 
777 Quantities 
SELL BETTER! 


ot 


PHOTOMATIC co. 


53-59 E. ilinois St., Chicego 11, Illinois 
Phone: WH itehell 4-: 


the Boston Record-American and) will participate. Newspaper pro- Kraus, Coffey Join Y&R 


Sunday Advertiser, will broadcast 


motion men from 14 states 


and the Yankee web. Special lines pected to attend 


have been installed for the broad- 


casts, which will be two-way be- Hockaday Associates Moves 


tween Miss Mugglebee in Chicago 
and Bill Hahn here 


Newspaper Promotion Men 
Set Philadelphia Meeting 

A two-day regional promotion 
meeting of eastern newspaper pro- 
motion men will be held Oct. 29 
and 30 at the Benjamin Franklin | 
Hotel, Philadelphia 

Irvin Taubkin of the New York 
Times, chairman of the arrange- | 
ments committee, told members 
of the New York newspaper pro- 
motion group last week that the 
Philadelphia meeting will feature 
clinic sessions on research, adver- | 
tising and circulation promotion 
and a dinner Oct. 29 at the Poor | 
Richard Club at which members| 
of the club and of the Philadelphia | 
Newspaper Representatives Assn. 


Hockaday Associates, New York 
to 


agency, has moved its offices 


601 Madison Ave 


and 
from 1:15 to 1:45 p.m. over WNAC_ two provinces of Canada are ex- 


Yo 


has added George Kraus, 


merc 


Roulston Food Stores, 
Coffey, 
manager of Geyer, 


ger, 
| ment 


New York, 
formerly 
handising director of Thomas 
and John S 
merchandising 
Newell & Gan- 
to its merchandising depart- 


ung & Rubicam, 


previously 


Beautiful Heir 


BRECK 


SHAMPOOS 


' De tt 


' tite He 


we eat 43% more food 
in CANTON, OHIO 


—_— —— 


4 99.4% home delivery 
in the Canton City Zone 


A Brush-Moore Newspaper, 


Mw 


Nationally 


represented by Story, Brooks & Finley 


Beder /r. Joins Whitney 

Harold W. Beder Jr., formerly 
market research specialist with 
McKinsey Co., New York, man- 
agement consultant, has been 
riaamed general sales manager of 
Whitney Chain Co. Hartford, 
Conn., manufacturer of power 
transmission and conveyor chains 


spectacular 


Spectacular sales increases 
year after year ix the ree 
ord of this consistent user 
of Transportation Advertis 
ing 

Traveling 


Al 


and Schene« 


Car card and 
Display advertising in 
bany, Trey 


tady is handled by 


American Transit 
Advertising Inc. of N.Y. 
40 Howard St. Albany 


Na 


Canton 


156,000 people 
now live in the 7{ 


ve 


City Zone 


CANTON W 
covvmeus 
No other newspaper 
gives merchandisable } 
coverage of this rich 
northeastern Ohio market 


Va. 
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Ne . 
’ Keats Joins Fox-Shulman Tracy-Locke Expands Magnavox Tops Sales i iD: { 
g P. ew Lngianders Lead 1n stoc ersnip; 
Sherman Donald Keats, former- Tracy-Locke Co., Dallas, Tex., @nd Earnings in 1951 
} ly of the Chicago office of Vincent has opened offices in the Southern SO Rane aae “ae — 4% 3 4 
Edwards Co., agency, has been ap- Standard Bldg., Houston, under Magnavox Co., Fort Wayne, Only l V4 70 in U. S. Own Any of 494 Stocks % 
pointed midwestern branch man- the direction of Clay W. Stephen- ind.. manufacturer of radio and Ww ‘GTON, Oct. 9—Th are} ifornia is in sixth i : { 
ase: for Fox-Shuilman. Philadel-|son, executive v p The agency television receivers, has reported ASHINGTON, Oct. -There are) ifornia 1s in sixth position in pro- 5 
, . oe ae . . Wig. . ~*~ the highest sales and earnings of More owners of corporation stocks portion of stock owners. In eighth, a 
. . 1k ome > > eo > or & &s 
phia, publisher of Model & Hobby recently acquired the entire ac- oo. aecwes ee be New Ensiand.‘i inth and tentt hile ined Sees uF 
Industry, Corsets and Brassieres, count of Duncan Coffee Co., its ; ~year history for the fiscal in New England, in proportion to) nint and tenth places are Mary- a) 
Electric Trains, Models & Hobbies Houston. It had been handling the *°X" nded June 30... __ the population, than in any other | land, New Jersey and Delaware. By} 
i ind Modern Living Maryland Club brand since March. , 4 *s agama she naap $2,233,237, equal section of the country, according The survey covers 494 stocks in hy 
/ sinaiailinaeaeia pod ntl share os nines —= to a survey just released by the the over-the-counter market. In- ‘ 
. Se See eee SS SS SSS SSF SS SSS S222 85 earnings of $2,007,982 the paw 1 National Assn. of Securities Deal- | cluded were 40 banks, 60 insurance F | 
4 +d on ae ers. companies and 394 industrial com- i 
ing year, equal to $2.81 a share ; panies i : vale 
t LOREN THOMAS, Owner of BE Sales totaled $44,177,645, exceedin Connecticut has the highest panies, having a total of 1,932,980 4 
3 g last year’s alltime high of $31,716,- density of shareholders: 8.8% of) stockholders. According to the sur- ! 
i BIG T SUPER MARKET ' 630. its population own stock. Next in| vey, the number of owners of ; 
ier are New Hampshire, 3.7%;| mutual funds now exceeds 1,190,- 
t Northeast | *s Largest Volume = ~ nee : “2 e coscpeansigl piniis 
i jowe's Larg = i Proctor Holds TV Drive Maine, 3.5%; Rhode Island and} 000. These owners were not cov- 
: z Food Outlet says: | Sensies Bates Ca. Plileiil. Massachusetts, 3.2%. ered in the state-by-state survey 
ey 7 “ADDED FOOD SALES IN MY STORE ARE A DIRECT ' phia, is sponsoring a 13-week se- The survey does not take into’ of stock ownership 
| RESULT OF NATIONAL ADVERTISING PLACED IN THE /@ ries of TV spot announcements, @¢count the fact that one person; (On the basis of government 
re both daytime and nighttime, to May own two or more different | estimates that there were 153,900,- 
C ATUR T ] . : ?. 
; + OURIER. MY LOCAL COPY FEATURES ITEMS wae r promote its Mary Proctor ironing stocks, and the ratios, therefore, | 000 people in the U. S. as of last 
x ' ARE BEING EMPHASIZED IN OUR HOME TOWN PAPER i set and Proctor custom and de- are not exact measurements of to-| May, the 1,932,980 stockholders 
‘ Waterloo and the adjacent big, rich 16-county trade 1 a toasters. On the schedule are tal stock ownership among citizens | represent 1.25% of the total pop- 
; i oreo are easy to reach, easy to sell——-when you place 1 sdciehde” tetonion thon take —~ of a state ulation.) 
: your advertising in THE COURIER. Contact us today. Los Angeles, San Francisco, De- 
= / ies oP ein tela Although New York has the! @ The report shows the following 
i troit, Chicago, Kansas City, Co- ; , ‘ q ' ' , hold ' 
LOREN THOMAS iv i ; lumbus, O.. and Houston. John largest number of stock owners,| distribution of stockholders by 
i aterloo Dailp Courier Falkner Arndt & Co., Philadelphia, it ranks seventh in the ratio of | states 
4 _seaeeseonaneeunse a Cole betn Sretahegmnatipionrs is the agency such owners to population. Cal- | Alabama 6.289 
: baesatibecnatesitame + ~ i ae ee sien = — = | Arizona 4,407 : 
ae Arkansas 1,459 , 
| California 278,642 
| Colorado 21,354 
| Connecticut 177.284 | 
Delaware ! 
> | District of Columb 
: | Florida " 
- : — 
> . Idaho 
‘ » ee Illinois 
: Indiana 
ey - lowa 18,100 
Kansas 11,816 
Kentucky 9,724 
, Louisiana 7.528 
Gi Maine 32.308 
fae | Maryland 39.759 
ee | Massachusetts 150,861 
o Michigan 40,305 { 
‘ ; Minnesota 34,870 
= Mississippi 1,615 i 
“= Missouri 49,069 
Montana 2.426 | 
Nebraska 11,481 
} | Nevada 2,097 
i New Hampshire 19,792 We 
New Jersey ae 
a New Mexico 
4 New York ‘ 
| | North Carolina a 
4 | North Dakota Y 
7 see | Ohio n| 
Oklahoma } 
enc il 
Pennsylvania 
Rhode Island \ 


| South Carolina 


South Dakota 
an any iE 


| Texas 


Ee ~a 


q ere Utah 
‘ hi « , “ o lease other Vermont 
a 4) Virginia 
: i \ | Washington 4 
ng f . . West Virginia 
es $ | Wyoming 
| . | States showing the largest 
sae in t e centages of stockholders are 
Connecticut a8 
New Hampshire 37 
regon Marke sn 3 
: Rhode Island 3.2 g : 
Massachusetts 3.2 
| California 26 
| New York 2.0 § 
Maryland 17 : 
ie | New Jersey 1.7 : 
| Delaware 16 
4 For sizzling sales in the Colorado 16 
f Big Oregon Market, District of Columbia 1 5 
newspaper in Llinois i4 I 
Pacific Northwest history! Oregon 13 ¥ 
Seeks Nevada 13 ; 
Pe. See Pennsylvania 13 
Ve Missouri 12 
. Minnesota 1.2 
i {9 lir t R 
by q - 
e i O’Ryan Appoints Three 
is t Stephen R. May, formerly man- 
—: ager of General Outdoor Advertis- 
; ing Co., Atlanta, has been named 
’ : manager of the Tom O’Ryan Ad- 
t e regonian . vertising Co. Atlanta. Guy H 
poeta. onseon a Wells, formerly with National 
ters "i g Rane Transitads Co., Atlanta, has been 
The Great Newspaper of the West appointed account executive, and 
J. G. Schexnayder has beer named 
Represented Nationally by MOLONEY, REGAN & SCHMITT, Inc Service manager The O’Ryan 
agency has acquired the car card 
accounts of the Atlanta Transit Co. 
and the Metropolitan Transit Co., 
FIRST n Carrier-Delivered Cire lation Atlanta These accounts were for- 
. ‘ ™ merly handled by National Trans- 
FIRST itads. 
in City and Retail Trading Zone Circulation 
FIRST Art Publication Moves 
in the entire Oregon Market — with Art Director & Studio Net f 
é ecto c OfUaCiIO News, Ol- 
I : y 
Z 230,801 Daily and 285.026 Sunday ficial publication of the National 
‘ Society of Art Directors, has 
.. lowest in milline rate moved its office to 43 E. 49th St., 


New York 17. 
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STRETCH—The hands in this new illumi- 


nated Pioneer Suspender Co. display 

move back and forth continuously, show- 

ing the hidden spring action in the buckle. 

Nine boxed belts or four, as shown, 
moy be used. 


Aeronautics Board 
Defines ‘Legitimate’ 
Airline Mail Pay 


WASHINGTON, Oct. 9—Beating 
Congress to the punch, the Civil 
Aeronautics Board last week 
adopted a plan to separate legiti- 
mate mail pay from airline sub- 
sidies. 

As a result of the 
board hopes to 
realistic picture 
operating costs by relieving the 
department of responsibility for 
airline payments in excess of the 
value of services rendered. 

Airline subsidies which are in- 
cluded in the Post Office Depart- 
ment’s have been a prime 
target of mail users who contended 
that the department’s actual oper- 
ating deficit is considerably below 
the $550,000,000 cited in congres- 
sional hearings 

After more than two years of 
investigation by its interstate com- 
merce committee the Senate last 
month passed legislation designed 
to separate mail pay and airline 
subsidies 


action, the 
provide a more 
of Post Office 


costs 


@ In setting up its formula, CAB 
divided airlines into seven general 
groups, and used a statistical aver- 
age to fix the mail pay range from 
45¢ per ton mile to $7.26 per ton 
mile for the groups 

Any payment to an airline in 
excess of the amount fixed for its 
group is to be regarded as subsidy, 
CAB said. 

On the basis of the formula, 
CAB said $34,565,000 of the $61,- 
934,000 which airlines will re- 


ADVER- TIES. 


(TRADE MARK) 


THE “TIES” THAT FOCUS 
PRODUCT ATTENTION 
Fine products rate “top” pub- 
lier ADVER-TIES” 
OUT. 
Bullders 


and Individual « 
New “Stream-lined” way to 


tell your “Best” advertising 
mes nh a refined and 
subtle manner Ale 
VER-TIES” lend striking 
appeal at conv ons. for 

uct pre sales 


me ngs, 3 v 

merchandise show hew 
products, salesmen identi- 
Neation, ete (Can have 
Customized labels 


MADE SPECIAL 


TO ORDER 
“ADVER-TIES” are 
NOT “stock tie but 


made to individual re- 


made of 
extra high quality 
a nee 


sign or fancy pattern 
Ties packaged tndividu- 
ally 


American Neckwear Mfg. 60.4 
320 S. Franklin, Dept. AA Ph. WE bster 9.7597 
CHICAGO 6, ILLINOIS 


ceive from the Post Office in 1951 
should be regarded as subsidy. The 
board estimated that subsidies to- 
taled $270.000,000 in the past 13 
years. 

Noting that total airmail costs 
were $775,031,000 in the 13-year 
period, compared with total air- 
mail revenue of $718,726,000, CAB 
stressed that airmail deficits aver- 
aged only $4,331,000 a year 

“Considering the fact that ton- 
mile capacity has expanded from 
194,947,000 in 1938 to 2,861,997,000 


1951—1,300%—and that the 


in 
U.S. currently possesses the largest 


and strongest airline industry in 
the world, the soundness of the 
congressional policy expressed in 
the Civil Aeronautics Act of 1938 
is clearly evidenced,” CAB de- 
clared. 


Sharp & Dohme Boosts Hill 
Bert L. Hill, sales supervisor in 
Baltimore, has been promoted to 
products marketing supervisor for 
Sharp & Dohme, Philadelphia. 


Dallmann Joins Crosley 

William Dallmann, formerly head 
of the radio, television and special 
promotions department of Mueller, 
Leibing, Parkins, Cincinnati agen- 
cy, has been appointed head of the 
grocery division of the merchan- 
dising operation of Crosley Broad- 
casting Corp., Cincinnati 


Coles, Advertising Moves 


Coles, Advertising (formerly 
Coles Inc.), Des Moines, has 
moved to 201 Masonic Temple 


Bidg., 10th and Locust 


Industrial Editors Meet 

The Industrial Editors Institute 
will hold its annual meeting at the 
University of Georgia, Nov. 8-10. 


REPLY CARDS 


COLORS — OWE SIDE 


- ‘ 
comptes & peel Briss Om larger @eentiiies 


PORCH PRODUCTS tomty pan 2 iuinors, 


casy on the press...easy on the eyes 


- 


eel 5 


TERNATIONAL 


TICONDEAKOGA 


OFFSET 


For that extra touch in folders, broadsides, booklets, 

displays, reports, books or programs—turn to Ticonderoga 
Offset. You can always be sure of faithful, color-perfect 
reproduction. Try Ticonderoga Offset for lithography or 
sheet-fed gravure printing . . . you'll find it tops in 

ink affinity and economy no matter how short or long the run. 


International Paper Company, New York 17, N. Y 


INTERNATIONAL PAPERS 


for printing and converting 
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Stolzoff Tells AFA Meet There Is No 
Evidence That TV Will Replace Radio 


WiLKes-Barre, Pa., Oct. 9—)| of America here last Saturday. 
“Television is becoming an adver-| Mr. Stolzoff is skeptical about 
tising giant, but it isn’t replacing| statements asserting there is not 
radio. I, for one, can see no evi-| room for both radio and television, 
dence that radio ever will be re-| that television is replacing radio 
placed by television.” and it is just a question of how 

That's the opinion of J. S. Stol-| long it takes to get more stations 
zoff, of Foote, Cone & Belding,|in more cities before the change- 
Chicago, as expressed in an ad-| over is complete, and that radio is 
dress before the 2nd District meet-| the thing that used to be great. 
ing of the Advertising Federation | 


@ It is true, however, he says, that 
television has had a marked effect 
on radio, and there are two reasons 


you must have - 
for this: 
smaller ads “The first reason is that, gen- 


/erally speaking, radio listening is 
| lower at night in cities that have 
MORE words |. ci 
MORE punch | any ee ee 4 tahe- 
IN LESS SPACE | V!SiOn receivers. In some instances, 
whensaarAdiniumekiieg | me reduction in nighttime radio 
by Walk. Proof on request. | listenership has been sizable. 
Writeto JAY P. WALK “ > sec é is s 
Wiitete See | The second reason is that some 
7 of the big, sweeping statements we 


Tete 


YOU CAN GET 


‘ 


have heard about what's happen- 
ing to radio have put some mem- 
bers of the radio industry on the 
defensive and have put some ad- 
vertisers on the fence.” 


@ But actually, Mr. Stolzoff points 

out, there has been no sudden 

exodus away from radio. Last year, 

more advertisers spent more 

money on more stations than ever 

before in the history of commercial 

radio, he says. “Network billings 

were off. Not off very much, but 

they were off, The network lapses 

were quoted. Somehow we lost! 
sight of the fact that spot advertis- 

ing was up and so was local radio 
advertising. To the surprise of 
some, the over-all result was that| 
the radio industry had the biggest | 
year in its history.” 

For 1951, Mr. Stolzoff asserts} 
that “figures to date indicate that} 
1950 isn’t going to stay the biggest 
year in the history of the radio in- 
dustry. There is already strong dol-| 
lar evidence that 1951 is going to 
break that record all over again.” 

The first reason for radio’s con- 
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tinued strength, he states, “is that! figures. And that goes for televi- 
television, for all its tremendous sion markets as well as non-tele- 
sales power, cannot do a truly na- vision cities.” 
tional selling job, since there are “It is hard,” he says, “by any 
only three families in 10 that own stretch of the imagination, to pic- 
a television receiver. And, further-| ture daytime television replacing 
more, these television receivers are daytime radio. There’s room for 
bunched in some 63 trading areas,| both. Both are good advertising 
out of the total of better than 180 investments.” 
major trading areas in the U. S.”| 
| @ If radio and television must be 

@ His second reason “is that a lot' compared, Mr. Stolzoff suggests 
of advertisers and a lot of agency that it be done on the basis of 
people have not accepted the theo-' where the two of them fit into the 
ry that television is the new form over-all picture of advertising to- 
of radio.” The fact is, he points, day. To answer a question relative 
out, that television is no more ra-| to the point under discussion, he 
dio with sight and motion than it) asserts that “most of us believe 
is an animated poster in the home,!| that there is no such thing as a 
or a newspaper that comes to life | ‘best advertising medium.’ There 
and changes scenes. | is only a ‘best advertising plan’ for 

According to Mr. Stolzoff, al-| a particular product and a particu- 
though television has been a factor | lar market. 
in causing sizable reductions in the “That plan can point in the di- 
ratings of nighttime radio network | rection of one medium, or can point 
programs, “it is equally true that! to using all of them. Television is 
television has fallen far short of| a powerful medium. It's big value 
becoming 1951’s replacement for) is its power per advertising mes- 
daytime radio. Daytime radio rat- | S@8¢ when properly used. 
ings nationally are solid, healthy| “Yet, generally speaking, tele- 
vision is not used for constant, 


day-after-day repetition. There are 


THE HOUSTON POST 


| Texas’ Largest Morning Newspaper 
Announces effective Oct. Ist 


EUGENE J. LEMCOE 


| ADVERTISING DIRECTOR 


You are not in the Houston 


TEXAS’ 
WILLIAM P. HOBBY 


President 


NATIONALLY REPRESENTED BY MOLONEY, 


Written and Edited 
TO MERIT YOUR Confidence 


Mr. Lemcoe comes to the Post after 17 years with 
| the St. Louis Star-Times, during which he served 
in both retail and general departments. In 1946 
he was appointed Manager, General Advertising 
and in 1950 was appointed Advertising Manager. 


ROBERT BARRON 
MANAGER, GENERAL ADVERTISING 


Mr. Barron comes to the Post after 10 years’ ex- 
perience in Newspaper Advertising. During the 
last five years, he was with the largest firm of 
| Newspaper General Advertising Representatives, 
Moloney, Regan & Schmitt. 


| These appointments reflect the great growth of the POST 
and of the Houston Market in recent years, and our con- 

| fidence that both The POST and Houston will enjoy even 
greater growth in the years that lie ahead. 


We are sure that the many friends of Messrs. Lemcoe 
and Barron will be pleased at these appointments. 


Market—vunless you are in 


The HOUSTON POST 


LARGEST MORNING NEWSPAPER 
OVETA CULP HOBBY 


Executive Vice-President 


REGAN & SCHM 


very few advertisers who can af- 
ford, on either a local or national 
basis, to do a day-in-day-out tele- 
vision advertising job. It just costs 
too much.” 


e Mr. Stolzoff feels three impor- 
tant facts about radio are: 

“1. Radio today is being used by 
more advertisers who are invest- 
ing more money than ever before 
in the history of radio. 

“2. Radio’s big power is the 
power of repetition made possib!e 
by the fact that radio delivers 
more listeners per advertising mes- 
Sage than any other leading ad- 
vertising medium. 


“3. Radio, like all advertising 
media, works best when used 
right.” 

In connection with the third 


statement, “that radio works best 
when used right,” he offers some 
specific suggestions for more ef- 
fective commercials 


}e “1. An _ effective commercial 
| should make an exciting promise 

“2. Use spoken language, not 
written language. 

“3. When you've picked out the 
big idea in the story you want to 
tell, stick with it. 

“4. Be repetitious about the big 
idea that you're selling. 

“5. Use radio to hit across your 
|} big idea again and again. ..don’t 

buy one spot a week. 
| “6. Don’t be a campaign switcher 
; | If you are selling a product on 
| radio (or, matter of fact, with any 
. medium) stick to your campaign 
It takes months before a cam- 
paign really catches on. It may 
| take years before it hits its peak. 
It may take a lifetime before a 
campaign wears thin.” 


@ In concluding, Mr. Stolzoff as- 
serts that “advertising has grown 
too big, too important for any of 
us to base our planning and think- 
ing on guesses, prejudices or un- 
supported opinion. 

“If we can measure when to use 
| radio and how to use radio with 
| facts and sound thinking, rather 
than quick-quick guesses, un- 
proved statements or emotional re- 
actions, all of us in advertising are 
going to be better advertising peo- 
ple. The same thing applies to all 
advertising. We’ve got a real re- 
sponsibility to be factual. It’s a re- 
sponsibility we're all going to con- 
tinue to accept.” 


Simonds Gets Maine 


The Maine Development Com- 
mission has named Simonds, Pay- 
son Co., Portland, to handle the 
recreation account for the state 
of Maine for 1952 and 1953. The 
agency won the appointment in 
competition with 14 agencies from 
New York, Boston, and elsewhere, 
including the present agency, Al- 
ley & Richards, Boston. 
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HISTORY TIE-IN—A series of 10” ads 
like these are scheduled by the western 
home office of Prudential Insurance Co. 
to appear in 87 newspapers in 11 west- | 
ern states during October and Novem. | 
ber. Improvement Era and Sunset will | 


also be used. 


RCA’s Color Video 
Will Be Displayed 


for New Yorkers | 


New York, Oct 9—The New 
York public will get an opportun-| 
ity to see Radio Corp. of America- 
styled color television for the first 
time this week. 

The company, which still is} 
battling for Federal Communica- 
tions Commission recognition of its 
system, in full-page newspaper 
ads, has invited Mr. and Mrs. New 
York to stop by and see a color 
show at the Center Theater week- 
days, starting today. The programs 
will be presented three times daily 
—10 a.m., 2:15 p.m. and 4 p.m., 
EST. 

The morning show will be 
broadcast over WNBT, New York, 
and will be fed to WNBW, Wash- 
ington. It can be picked up in b&w 
on unadapted sets. 


= How big an audience the show 
will have is another question, since 
the show itself will be essentially 
the same as that telecast for bkw 
pickup by home viewers, in field 
tests in July and September. Nan- 
ette Fabray will head the cast. 

Afternoon programs will not go; 
out on the air, since the experi- 
mental color licenses held by the, 
NBC stations prohibit the airing 
of color shows during regular 
monochrome telecasting periods. 

RCA and NBC will continue this | 
series of experimental telecasts) 
through Oct. 19. Persons wishing 
to see the shows were asked to 
write for tickets, with two only 
available per person. 


White Launching Big Drive 
White Sewing Machine Corp., 
Cleveland, is launching one of the 
biggest campaigns of its history 
with an advertising budget double 
that of the corresponding period 
in 1950. A state-by-state listing of 
every department store selling 
White sewing machines will run 
in ads in Good Housekeeping, 
Ladies’ Home Journal, McCall's 
Pattern Book, Today’s Woman, 
Woman’s Day and Woman’s Home 
Companion. Four-color half pages 
are set for The American Weekly. 
Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


WEXL Names Adam Young 

Adam J. Young Jr. Inc. has been 
appointed to represent WKXL, 
Concord, N. H. The CBS radio af- 
filiate formerly was represented by 
Walker Co. 


| with Blackman Sales Co., which| 


| with national sales to be channeled 
|through Kaye-Halbert 


Kaye-Halbert Ends Contract , 
with Blackman Sales Co. } 

Kaye-Halbert Corp., Los Ange- | 
les, manufacturer of television re- | 
ceivers, has terminated its contract | 


Why Take Shots 
in the Dark? 


. . . when advertising in the Green Bay, Wisconsin, Press-Gazette 


has represented the company for 
the past 15 months, and henceforth 
will handle its own sales and ad- 
vertising. Unsatisfactory profit on} 
sales was given as reason for the 
move. 

The company is planning the 
most intensive dealer advertising 
promotion of its history this fall, 


puts your product right ‘‘on target’! And for testing, the Press- 


Distribu- Gazette offers nearly total saturation of a truly typical population. 
of Kavye-Halbert 


tors, 


Corp 


subsidiary ‘. . - . . 
Here's diversified industry and business, normal employment and nationality groups. And 


Gannett Boosts Wiig, O’Brien 


best of all here's size sufficient for adequate “‘spread"’ without surrendering positive control! 
} 


Gunnar O. Wiig, generai mana- 
ger of WHEC, Rochester, N. Y.,| 
has been made managing director 
of Gannett Radio Group, and Ber- 
nard C. O’Brien, WHEC engineer, | 
has been named chief engineer of | 
the group. 


GREEN BAY PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Grocery Store Audit Available for tests 
The Press-Gazette store ovdit hos o basic pane! 
of 18 outlets. Soles ore determined by regular 
store invoice and inventory checks. Available with- 
out charge for test compoigns 


commercial is sales talk on 
the radio 


but 


Commercial 
is a daily newspaper 


“Commercial” and “commercial” provide a_ perfect 
illustration of the way a capital or lower-case initial 
changes the meaning of a word. 


quires the owner of a trade-mark to protect it diligently, 
That's why we keep asking you to use the capital initial 
when you refer to our product. 

It’s the same with Coke—the friendly abbreviation for 

Coca-Cola. With a lower-case initial, the word means 

something else entirely. 

Ask for it either way 
... both trade-marks 
mean the same thing. 


So, when you write or print Coke, and mean Coca-Cola, 
reach for that upper-case “C.”’ Your readers will know 
what you are talking about. And you'll be observing 
correct usage, too, for Coke is a proper name. 


Cll) 


Coke is also a registered trade-mark. Good practice re- a 


THE COCA-COLA COMPANY 
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Advertising Cuts Tax Rates, Putnam : 


|; “Its 


Tells ABP Group at All-Day Meeting 


Many Tax Advantages 
Listed; Dotted Liners 
Hear Williams, Keezer 


New York, Oct. 8—‘Advertis- 
ing is always a deductible ex- 
pense for ali kinds of taxes, if you 
are trying to sell,” Borden Put- 
nam, partner of J. K. Lasser & Co., 


told members of the New York 
Dotted Line Club of Associated 


Business Publications at a special 
all-day conference today 

“Whether the dollar that is spent 
in advertising is a 100¢ dollar, a 
23¢ dollar or an 18¢ dollar is not 
important,” Mr. Putnam said. “Ad- 
vertising is vital today to sell 
goods, to create and maintain good 
will, to increase production to fur- 
nish more goods at cheaper prices, 
and to use its high rates as an in- 
vestment for a return in terms of 
lower tax rates tomorrow 

“No business can forget for a 
moment that the profit from ad- 
vertising usually bears the same 
tax the cost that is de- 
ducted. It is just as cheap or ex- 
pensive as the tax deduction 


rate as 


’ 


® “Let me be emphatic,” he de- 
lared. “I do not know of a single 
 ocnenll in which there has been 
@ denial of tax deduction when a 
fompany was trying to sell. Even 
When so fully committed to mili- 
fary work that it had nothing im- 
Mediate to sell, the company was 
entitled to tax deduction for copy 
fving to sell in the future. This 
fs an ordinary expense of main- 


faining a productive asset for 
present or future use. It’s like 
Paying watchmen and carrying 


fmsurance on an idle plant, clean- 
ine and oiling idle equipment. 
If we keep the advertising out- 
fay related to an economic result, 
ft will always be okayed by the 
@vernment,” Mr. Putnam said 


@ “There are affirmative advan- 
tages in setting up or maintaining 
a@ vigorous and aggressive adver- 
tising policy at this time,” he 
pointed out, “apart from our need 
t@ stimulate advertising in a na- 
tlonal crisis to increase production 
Here are five other points: 

“1. Risking dollars can 
readily buy bigger profit margins 

“2 Increased profits, by adver- 


cheap 


tising, may bring vou into a lower 
tax bracket 

3 A reserve of additional vol- 
ime may be built up by deduct- 
ible adver ising expenditures 


“4. Stability of earnings for to- 


may be insured by build- 


morrow 


ing customers today 
». Using cheap advertising funds 
underpins the value of stocks to 


This is the third in a series of 10 week 


continuing studies conducted in over 
0% of all grocery store outlets through 
out Bayonne 

10 week surveys of Margarine, Instant 
Coffee and now Soapflakes have been 
tabulated by brands, sizes, sales, type of 
rutlet, etc and are yours for the ask- 
ing—Send for your copies 


THE BAYONNE TIMES 


Bayonne cannot be sold from the outside 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


the stockhclders.” 

Pointing out that advertisers are 
never philanthropists, and that 
“they 
dollars unless they hope to get 
the money back with some profit,” 
Mr. Putnam emphasized that much 
more than this can be involved 


e “When a going business in- 
creases its advertising expendi- 
ture,” he said, “it can get greatly 
expanded (taxed) profits for these 
reasons: (a) each added dollar 
of sales picks up a share of the 
fixed costs of the business; (b) 
this makes all the earlier dollars 
of sales a little more profitable; 
(c) additional sales become 
very much more profitable. More 
and more money can be spent to 
get them.” 


so 


are not going to spend 23¢) 


As a 
Putnam cited the case of a com- 
pany in the 77% tax bracket. 


Mr. 


practical example, 


advertising expenses,” he 
| Said, “are 8% of its sales. It de- 
| cides to spend $50,000 to go after 
| $500,000 of additional volume. The 
| expenditure is deductible. So, only 
| $11,500 is put at risk. Its break- 
even point has already been com- 
fortably passed. On its present 
volume it nets 12% on sales be- 
fore taxes. But on its next $500,000 
| of volume, it can net 30% if ad- 
| vertising to get it 10%. So 
if it succeeds in its effort to up 
sales by $500,000, it will increase 
its net $150,000 before taxes, for 


costs 


a gross advertising cost of $50,000. : 


There will be an increase in net 
profit after taxes of $34,500 for a 
net risk of $11,500 on the adver- 
tising expenditure. 


e “This is the normal case where 
additional volume can be handled 
with present capacity, and without 
increasing fixed costs,” Mr. Put- 
nam pointed out. “The risk of ad- 
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vertising money, cushioned by the 
tax deduction, can bring in a 
more than normal profit. 
“The after-tax-cost has 
the advertising cost a good risk 
against the after-tax-profit; the 
widening profit margin covers the 
cost quickly. It yields more than 


made 


the same risk at lower volume 
levels.” 
Speaking on how advertising 


can aid in building up reserves for 
a rainy day, Mr. Putnam stressed 
that there can be no deduction 
without a definite outlay for serv- 
ices 

“We can't get a deduction for 
reserves set up for the future,” he 


said, “but if we spend today to 
create business, we seem to get 
two advantages. First are those 


I've been pointing out 


e “More important, spending to- 
day may be the method to build 
a quasi-reserve. If we spend to- 
day to build volume, plus customer 
approval, if our promotion effort 
with these cheap dollars is applied 


to carry volume as high as possible, 
we have the best possible cushion 
against loss. Profitable high vol- 
ume is the best cushion against 
the point at which business de- 
clines. 

“We 


stances 


have had repeated in- 
where advertising has 
made a company better known 
to the public,” Mr. Putnam con- 
tinued, and instances “where the 
better known company has a value 
in the stock market which is a 
higher multiple of its earnings 
than a less known company. 

“Westinghouse and Duncan 
Electric, Minneapolis Honeywell 
and Johnson Service, are in the 
same industry [and] pay about the 
same dividend. But the securities 
of the better known companies sell 
at a much higher price. We can 
reasonably attribute this differ- 
ence to advertising 


e “But the effect of advertising 
is much more important,” Mr. Put- 
nam continued. “What happens is 
simple: Greater volume and well 


Media research is a matter of degree. You can, for in- 
i job just by counting the readers. You can 
do a better job if you also find out what kind of folks they 
are. But you'll do the | 


stance, doa g 


on their mind. 


Take The American Magazine. Al! month, every month, 
it goes to over 2'2 million families. 


To be specific — 


But the 


mind to buy. Why? 


Family Service is why. Those millions of American families 
read The American because it serves them. It is their guide- 
book to better things. It tells them the better way to dress, 


to eat, to travel, to relax, to live. For instance — 


Who pushes 


product '? 


vour 


t job if you go on and see what's 


By actual survey 
they are bigger, younger families with incomes 37.8% 


above-average. Se!! ' thing is—they’re of a 


the menus of millions. 


In the September issue— 
Advertisers of food products, read: THE VANTRESS 
FAMILY CHANGED YOUR DIET—The American Family of 
the Month—showing how one family’s ingenuity has affected 


Advertisers of cameras, photo supplies, albums, read: 
PHOTOGRAPHY IS MORE THAN FUN — a family service 
article proving that being able to take pictures can mean 
more to you than just a pastime. 


Coming in October— 


Advertisers of dentifrices and oral hygiene products, read: 
NEW WAYS TO BETTER TEETH — one of a continuing 
series of family health articles. 


sll 
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known products impart a cushion 
and stability. That inevitably cre- 
ates more dividends and greater 
capital value.” 


@ Leo Williams, advertising man- 
ager of Retailing Daily, told the 
conference that prospects for busi- 
ness in 1952 are good in most 
lines. Business papers this year, 
he said, have come into their own 
and have enjoyed the largest ad- 
vertising volume in their history, 
showing a 27% increase for the 
first eight months compared with 
the similar period of 1950. 

“The best reason for business 
paper advertising today is for sales 
tomorrow,” Mr. Williams said 
“This is the time to sell the basic 
reasons for business paper 
tising, because there are indica- 
tions that there will be cuts in 
consumer advertising budgets dur- 
ing the coming year 

“Manufacturers need to be sold 


on the idea that they need maxi- 


mum retail support for a sales 


campaign in consumer media,” he | 


adver- | 


said. “The right kind of copy, 
which consists of actual dates of 
publication of consumer ads in 
business papers and how retailers 
can tie in with consumer adver- 
tising, is needed,” he declared, if 
retail support is to be obtained. 
“National advertising in con- 
sumer media,” he insisted, “cannot 
produce maximum returns unless 
backed by the leverage of retail 
advertising in business papers.” 


@ Dexter Keezer, economist of 
McGraw-Hill Publishing Co., pre- 
dicted that the first half of 1952 
will be a good year for most busi- 
ness publications. He emphasized 
that sales efforts should be made 
by business papers to push the 
growing awareness on the part of 
executives in most industrial or- 


| ganizations that there should be a 


more careful study of advertising 
budgets in connection with long- 
term plans. 

Arnold D. Friedman, chairman 
of the board of ABP and presi- 
dent of Lebhar-Friedman Publica- 


Advertisers of bus, rail, ship, air lines; hotels, luggage, 


travel togs, sporting goods, read: 
NATION’S TOP VARIETY SHOW-—onother excit- 


ing family travel feature. 


Advertisers of insurance, read: WHAT YOU SHOULD 
KNOW ABOUT FAMILY INSURANCE~— an informa- 


tive article on family protection. 


So you see, Family Service not only attracts above- 
average readers — but it also leads them to favor your 
gets them of a mind to buy. 


product or service — 


Don’t forget: The American Magazine — Family 
Service—2'2 million above-average families anxious 
to buy. In The American, your advertising costs less, 
because The American lives longer and pushes harder! 


FLORIDA —THE 


tions, urged business paper sales- 
men to lean more on ABP for 
sales data and printed material to 
help them sell the advantages of 
Audit Bureau of Circulations. He 
said that the prospects for good 
business during the next few 
months are excellent, and urged 
salesmen to make the most of the 
opportunity that is now offered 
for better individual sales and for 
selling the broad concept of busi- 
ness paper coverage 


e A panel session in the after- 
noon on paid vs. free circulation, 
consisting of B. E. Sawyer, 
manager, Chemical 
and Chemical Week, chairman; 
Thomas B. Haire, v. p., Haire Pub- 
lishing Co.; Henry Marks, 
ant publisher of Printers’ 
S. Crane, v.p., Simmons-Board- 
man Publishing Corp., and N. O 
Wynkoop, v. p.,. McGraw-Hill Pub- 
lishing Co., explored the ad- 
vantages of paid circulation. They 
did so with a series of questions 
and answers which emphasized 


sales 
Engineering 


assist- 


Ink; J 


that ABC papers “have dared to 
let subscribers determine whether 
or not they stay in business.” 

In essence, it was pointed out 
that paid circulation papers have 
dared to submit their circulations 
to the penetrating scrutiny and 
report of ABC auditors so that all 
can know how well they are doing 
their jobs. 

William K. Beard, president of 
ABP, who recently suffered a 
broken wrist and fractured ankle 
as a result of a fall, addressed the 
meeting from a wheel chair. Al- 
luding to the recently organized 
t. f. Club, without naming it, he 
said that the days of coasting on 
the part of the Dotted Line Club 
are over and done with, that it is 
taking on new life-as a result of 
competition and will meet any 
challenge offered. 


Peabody Coal Boosts Hoyne 

Peabody Coal Co., Chicago, has 
boosted Francis J. Hoyne, trea- 
surer, to assistant v.p. in charge 
of sales 


imerican 


M: AGAZINE 


sll Th Alain. 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19,N. Y. Publishers of The American Magazine, Collier's, and Woman's Home Companion 


59 


cout Kuow whieh 
way to tutu 7 


Are you confused by endless 
details in production? 

Then let Pontiac set you right. 
Six unified services, photog- 
raphy, art, color process, 
photoengroaving, electrotyping 
ond ad setting—choose them 
oll or one. We can help you fo 
matter which way you're 
ging. Actually we've been 
doing it for busy production 
men for 40 years! Call or 
write us now! 


TYPOGRAPHY 


new UNIFIED 
nowr?™® SERVICES 


Pontiac 


Engraving & 
Zlectrotype Co. 


812 W. VAN BUREN STREET 
HA ymorket 1-1000 © Chicago 7, Illinois 
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Along the Media Path 


@ Following a program developed 
by the Minneapolis Star in 1946, 
designed to give educators a help- 
ing hand in teaching a world af- 


fairs curriculum that encourages 
better understanding of day-to- 
day events, each week, for 26 


weeks during the school year, the 
Star, the Toledo Blade, the Hart- 
ford Courant, the San Antonio 
News and the Des Moines Register 


will publish articles, tests and an- 
swers on world subjects. Heart of 
the program is a guidebook, with 
study outlines and reading refer- 
ences on 26 major world topics. 


e@ Metropolitan Group has a new 
pocket piece illustrating unique 
bridges throughout the world and 
summarizing data on “Mighty 
Metro” 


Sell the News Readers _ 
285,000 daily 
and you sell the WHOLE 


BUFFALO 


MARKET 


. FOR INSTANCE: 
Fourteen Erie County 
; BUFFALO Towns outside the city 
City Zone zone, total popula- 
’ o tion 56,729,* have a 
' J. 8 aad News circulation of 
3 ERIE 
' o COUNTY 22,102 .. . one copy 
: o for every 2.5 persons. 
oD 
: oO *1950 CENSUS 
* EDWARD H. BUTLER KELLY-SMITH CO. 
. Editor and Publisher Noti ie i 


WESTERN NEW 


YORK’'S GR 


T NEWSPAPER 


Colins Miller & 
© Hutchings 


AMERICA'S 


INCORPORATED 


FINEST PHOTO-ENGRAVING PLANT 


207 NORTH MICHIGAN AVENUE 


CHICAGO 1. ILLINOIS 


a bridge to the minds of! 


| Parents’ 


people in America’s top metropoli- 
tan markets. 


e Mutual Broadcasting System has 
published a booklet called “Radio 
—It’s Wonderful!” The 16-page 
pamphlet consists of copy for brief 
spot announcements designed to 
build greater public awareness of 
the part radio plays in the daily 
living habits of the nation. The 
material is not copyrighted and| 
Mutual has extended blanket per- 
mission for its use by all broad- 
casters, regardless of network af- 
filiation. 


e@ Fueloil & Oil Heat has issued a 
new “Study of the Oil-Fired Warm 
Air Furnace Market.” The 20-page 
report includes a state breakdown 
of the oil-fired warm air furnaces 
now operating in the U. S., and a 
15-year table showing price trends, 
production and sales figures in- 
cluding retail and wholesale val- 
ues. 


e A statement of “10 Good — 
sons Why Magazines Are the Best 
Ad Media” has been published by 
Magazine on behalf of 
all magazine advertising. Included 
in the reasons presented are: Rep- 
elitive reading; multiple reading: 
long life; selectivity; related edito- 
rial environment; low copy repro- 


duction cost; high reproduction 
quality; most merchandisable, and 
more success stories. 


e Street & Smith Publications re- 
ports the September issue of 
Charm outsold every previous 
issue in the magazine's history. 


e@ Everywoman’'s reports a 25% 
increase in its circulation, a 202% 
increase in its advertisers and a 
55% increase in the number of| 
grocery chains distributing the! 
magazine since its initial issue in 
January. The October issue has 
a 1,500,000 circulation, 151 adver- 
tisers and 45 grocery chains as dis- 
tributing channels in the U. S,, 
Canada and the Hawaiian Islands. 


e A new Newsweek folder lists 15 
of the magazine's reports and pres- 
entations, and contains a return 
posteard for easy ordering. 


e Johnston Export Publishing Co. 
is pointing out that among the cur- 
rent advertisers in American Ex- 
porter there are 59 who started 
their advertising in the 19th cen- 
tury. Six of these, it says, adver- 
tised in the first year of the pub- 
lication’s existence, 1878. 


e WLW, Cincinnati, has a new 
presentation showing that the sta- 
tion’s basic rate has remained tfe 
same since 1940, while according 
to the same tabulation, consumer 
magazines, circulating in the same 
area, have increased their average 
minimum milline rate by 14%. 


e@ Implement & Tractor ran a full- 
page ad in the Oct. 3 Washington 
News, contending that better allo- 
cations of steel and critical materi- 
als to makers of farm equipment 
are needed if food and fiber pro- 
duction by U. S. farmers is to meet 
the present need 


e@ The Evening Telegram, Superi- 
or, Wis., published a special 80- 
page progress edition Sept. 28. The 
paper asserts that the edition was 
made possible by new manufactur- 
ing plants recently locating in 
Superior and the new oil pipeline 
from Canada, which terminates in 
Superior. 


e National Broadcasting Co. has 
announced that it intends to spend 
more than $500,000 building a new 
TV studio in connection with its 
Chicago headquarters in the Mer- 
chandise Mart. The new studio is 
expected to be in service for pro- 
grams by the start of the year. 


e@ The October American Home is 
featuring a “We Like Mixed Com- 


a 
pany" promotion, to which 74 
stores are tying their plans—the 


theme combines modern and tradi- 
tional furnishings in the same 
room setting 


e A special contest “open only to 
those associated with home furn- 
ishings manufacturers, ad agen- 
cies and retailers” has been opened 
by McCall's. Prizes will be 
awarded for the best estimates of 
the number of reader requests for 
entry blanks in McCall's “My Bed- 
room” contest. 


e@ Radio and television scholar- 
ships totaling $1,000 have been 
awarded by Radio Cincinnati Inc. 
to 13 students for study at the Cin- 
cinnati Conservatory of Music. Ra- 
dio Cincinnati operates stations 
WKRC AM, FM and TV. 


@ Institutions Magazine has begun 
its 6th annual Food Service Con- 
test, designed to promote higher 
standards in the handling, storing, 
preparing and serving of food. 
Award plaques are presented to 
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winners in every branch of the 


mass feeding industry. 


e@ The Courier-Post, Camden, N. J., 
has added two permanent sections: 
a new woman’s section, with new 
format and type face, as a per- 
manent Thursday feature of the 
paper; and a new Monday “Home 
Laundry” section, which first ap- 
peared on Sept. 25, replete with 
blue ink, to go along with a “Blue 
Monday” theme 


e Beginning with the November 
issue, Town & Country will in- 
augurate a travel service depart- 
ment, under the direction of Mrs. 
Elizabeth R. Adams, who founded 
and is a partner in “Travel Go 
Round,” an editorialized newspa- 
per column on travel 


e The new $500,000 television 
studios for KPIX, San Francisco, 
will be ready for occupancy some 
time in December 


e Chatelaine, Toronto, announces 
that its October issue carried the 


His ear is 
to the ground 


“Legwork” takes many forms in establishing the facts 


for a Fulton Lewis. Jr. news story. 
and the phones—to 
As Mr. Lloyd A. Brown of the 
Appliance Co., wrote to station KWWL 


the ground 
informed commentary. 
General 
Waterloo, Lowa: 


He keeps his car to 
to fit the pieces into an 


of 


“The news coming out of Washington these days 


is of primary concern to all of us. 


Fulton Lewis, 


Jr. does an excellent commentary on this news, 
and the comments of our customers certainly bear 


this out. 


“Our firm has shown a 


substantial increase in 


business over the comparable period last year 


since our sponsorship. We feel that this increase 
must be attributed. at least in part, to the program. 


“We are well satisfied with the results and plan to 
continue our sponsorship indefinitely.” 


For network 

investigate the 
program. Though 
than 370 Mutual 


prestige and 


stations 


locally-sponsored 
currently 

by 572 
may be an opening in your locality. 


audience, 
Lewis. Jr. 
on more 
advertisers. there 


Check your 


a ready-made 
Fulton 
presented 


Mutual outlet--or the Cooperative Program Department. 


Mutual 


Au Broadcasting System, 
NYC 18 (or Tribune Tower, Chicago, 11). 


140 


Broadway, 
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PERFUME SUSAN—Some 50 depariment stores across the country are featuring this 

perfume suson, which contains 32 miniature perfumes and testing colognes, as a 

tie-in with Seventeen to encourage the sampling and buying of fragrances by 
teen-age girls. 


tan Area, 1948,” is an intra-area 
breakdown of data on retail trade 
establishments by kinds of busi- 
ness, number of employes and an- 
nual volume of business in the 
eight-county area by counties, cen- 
sus tracts (for Philadelphia County 
only), census enumeration districts 
and community business areas. 


e Red Bank Register, Red Bank, 
N. J., weekly, has issued a brand 


_preference study, made in the 


spring of this year, and covering its 
subscribers’ buying habits for such 
classifications as automotive. 
drugs, cigarets, coffee, groceries 
and household equipment. The 
study also includes data on maga- 
zine and newspaper reading habits 


e@ Packaging Parade reports that 
a recent gimmick mailing of a 
printed tape measure was a suc- 
cess, not so much on the first day's 
returns for space orders, as for the 
six replies in the same mail asking 
how similar tapes for letter writ- 
ers’ own use could be obtained 


\\ 
Colliers for Action 
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largest advertising dollar volume 
of any Canadian magazine in his- 
tory. 


@ Popular Science Publishing Co. 
reports the greatest advertising 
revenue in its 79-year history in 
October. Total ad revenue in Pop- 
ular Science Monthly and Outdoor 
Life in October is 11% more than 
in the same month last year. 


e Seventeen and Schrafft’s stores 
and restaurants in New York, Bos- 
ton, Syracuse and Philadelphia, are 
engaged in a joint promotion, in 
which the September issue of the 
magazine carried a coupon offering 
a new Schrafft’s-created soda for 
20¢, instead of the regular price of 
30¢. Known as the Seventeen Soda, 
and promoted as created for the 
“soda set,” it will be carried as a 
feature in all Schrafft’s stores un- 
til Dec. 31. 


e The November issue of House- 
hold carried the largest ad dollar 
volume in its 5l-year history. 


e@ Woman's Day reports that its 
14th anniversary issue (October) 
carries the greatest volume of ad- 
vertising of any issue in its history, 
and is the first million-dollar issue 

~$1,106,196. The magazine’s reve- 
nue for the first 10 months of 1951 
is up 28%; linage is up 16% over 
the same period in 1950. 


e@ Pocket List of Railroad Officials 
has prepared a new sales presenta- 
tion, which gives factual answers 
to 48 questions in the outline sug- 
gested by National Industrial Ad- 
vertisers Assn. 


e “You Cannot Leave These 
Things to Chance” is National 
Broadcasting Co.’s new radio pres- 
entation for institutional advertis- 
ers. Not to be left to chance, NBC 
says, are public relations, customer 
relations, employe and labor rela- 
tions and stockholder relations. 


e WFIL, Philadelphia, has 
launched what is called the largest 
and most comprehensive trade 
publication drive to be used by a 
single radio station. Projected over 
a two-year span, the drive is de- 
signed to inform potential adver- 
tisers of the station’s penetrating 
power in the large 14-county Phil- 
adelphia retail trading area. The 
campaign consists of monthly 
spreads in four of the largest ad- 
vertising trade publications and 
smaller insertions in three others. 


e@ Sponsored by the Chamber of 
Commerce of Greater Philadelphia, 
the first detailed analysis of retail 
trade in a standard metropolitan 
area based on the 1948 Census of 
Business has been made available 
through the U. S. Bureau of Cen- 
sus and the Philadelphia Area 
Census Committee. 

The study, “Retail Trade in the 
Philadelphia Standard Metropoli- 


light 


nile 


automotive 


*New Car Sales Analysis . . 
pany ... *Home Inventory Automotive Section . . . 


Ss. 


* publications available to 
advertisers on request 


current publications of our research department presented as a service 
to advertisers for more complete information on this important market. 


. a record of sales by make, economic area and com- 
5953 car owners report on 


ownership, next purchase, brand of gas, oil, tires, etc. 


by brand, district, etc... . 


lets... *Route List. . 


aleoholice beverages 


*Ohio Liquor Sales . . . a detailed annual analysis of sales, retail = wholesale 
*Beer and Ale in Cleveland . 
9 types of outlet... *Route List... Cleveland district liquor permits by type... 


bad 
rOCceries 

7 we 
*Cleveland Consumer Panel . . . a continuing month-by-month picture of basic 
grocery buying . . . *Cleveland Home Inventory . . . a 2% cross-section of the 
market on products in the home with store preferences and reasons. . 
Distribution Study . . . a report of 60 commodities by chain and independent out- 
. food outlets in Cuyahoga County by types of stores . . 


applianees 


*Home Inventory Appliance Section . . . a 2% cross-section of appliances in the 


home reported by price, year and store . . . 


drugs « toiletries 


*Home Inventory Drug and Toiletry Section . . 
actually on hand in Cleveland homes . . 
drug stores—chains and independents . . 


The only daily paper that adequately covers Metropolitan Cleveland 


. a distribution report by 


. *Grocery 


. a 2% cross-section of toiletries, etc., 
. *Drug Route List . . . Cuyahoga County 
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PHOTOGRAP 
REVIEW 


THE WINNAHS—Pictured are winning crowns and labels in the Metallic Label Contest: First, A. Gettelman Brewing Co., Mil- 
Small Brewers Assn. annual contest. Top row, Paper Labels: First, waukee; second, Arizona Brewing Co., Phoenix; third, Galveston 
Potosi Brewing Co., Potosi, Wis.; second, Cold Spring Brewing Houston Breweries. Crown Contest: First, LoCrosse Breweries, 
Co., Cold Spring, Minn.; third, Hompden Brewing Co., Williman- la Crosse, Wis.; second, Arizona Brewing Co., Phoenix; third, 
sett, Mass.; fourth, Oertel Brewing Co., Louisville. Bottom row, Sicks’ Seattle Brewing & Malting Co. & Sicks’ Century Brewery 


SHIRTSLEEVE SESSION-—Schine Hotels and advertising ogency executives gather at B E N R U S i 

the Roney Plaza, Miami Beach, to discuss promotion plans for the coming season ae 

Left to right: Jim Williamson and Pete Hilton of Hilton & Riggio, New York, the 

Schine agency: Duke Stewart, Roney manager, and Kurt Unkelbach, Schine Hotels 
advertising and publicity director 


IT'S A FIX—Way back in August when the 
New York Giants were trailing the Dod 
gers by 13'2 games, Benrus Watch Co 
signed Loraine Day, wife of team man 
ager leo Durocher, for a TV film com 


mercial. So Benrus had the most fam DOUBLE DUTY—J. S. Fish, monager of appliance advertising and promotion, General 
ous girl in the country for its TV adver Mills, and ‘the General’ view the company’s dual advertising disploys of the Tru 
tising during the World Series Heat iron and automatic toaster. Appliances will be featured in ads to run in 


Better Homes & Gardens, Progressive Farmer, The Saturday Evening Post, Successful 

Farming, This Week Magazine and Woman's Home Companion. Newspaper supple 

ments will also be used. Batten, Barton, Durstine & Osborn handles the appliance 
advertising 


CO 


¥ 


Pancakes ! © Pillsbury makes tm light 


_~ 7 


: - CALIFORNIA IN ‘52—Hugh J. Bernard, ~ - . @ <¥ 
; . right, president of Financial Public Re- 3 - 
KEG AND | Abbott Kimboll, president, Abbott Kimball Co., New York, and soprano lations Assn., and Rod Maclean, assistant Sor lighter pancakes, Pillsbury... Sor luscious pancakes, Butter 
v.p. and advertising director, Union Bank 
& Trust Co. of Los Angeles, discuss plans 
for the 1952 FPRA convention to be held TASTY TEAMWORK—American Dairy Assn. and Pillsbury Mills have scheduled this 
ot the Hotel Del Coronado co-op four-color spread in Life Oct. 22 promoting fall butter sales 


a 


*% 


é Dorothy Sarnoff, “The King and |," take part in the “coming out’ party for Hen 
essy, the new symbol for the 300-year-old Schieffelin & Co. cognac 


ED ee 


EXPORT ADMEN-— Here are some of the 700-odd delegates who attended the 3rd International Advertising |. to r.) are James A. Martin, export od of Re Rand Inc.; Shirley F. Woodell, J. Walter 
Convention in New York. At left: It would appeor that the only one to have a drink or a smoke in the Thompson Co., and A. H. Canetti, George W. “Luft Co. In the picture at right ore (I. to r.) Charles F. 
crowd was Paul West, president of the Assn. of Notional Advertisers, who is being eyed by Frederic Gamble, Rork, export sales manager of Electric Auto-Lite Co. and president of the EAA; Henry J. Taylor, radio 
president, American Assn. of Advertising Agencies. With them are Jomes L. Gilbert, executive v.p., Export commentator; Dr. Alberto Gainza Paz, publisher of La Prensa, and John F. Chapman, v.p. of McGraw-Hill 


Advertisers Assn., and John C. Spiers, ad manager, Standard Brands International. In the center picture International, and chairman of the convention. 
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Some markets 
just naturally 


THE SPOKANE MARKET FOR EXAMPLE 
IS AMONG THE NATION'S MOST FAVORED 


iness #9 
is big bus' 


ross fe 
et where 9 
Mork yit, and live- 


AGRICULTURE 
the Spokane 
ceipts from fi 
tock amou 
1950 for ao per 


' The Spokane Market Stands Out! Richly endowed with 
‘s greater thon the 


= ve natural resources the Spokane Market is famous for the wealth, 
e <r . 
EGION 30 0» ae a . stability, and diversity of its basic industries of lumbering, mining, 


Spoken juces over We Billion Boord agriculture, livestock and manufacturing. Net effective buying in- 
re ot umber onnwally naan come tops a billion dollars and average farm income is more than 
LIVESTOCK ae fraare _ double the U.S. farm average. Of the three mining districts in the 
ase top 2100, mitiad Empire's world ever to produce a billion in wealth three are located in the 
ogo form wealth. Spokane area which produces 25% of the nation’s lead and silver 


and 122% of the nation’s zinc. 


The Spokane Market Stands Out! The Spokane Market 


continues to receive national attention as a market in which business 


_ Gold. Silver, 


is good. Indices for Spokane, hub and trading center of the rich 
FABOUS MINES 5 Ler minerals Inland Empire market area, reveal significant gains for the first 
peng ae quantities ge 
sre loca mining 


Market where 


Spokane 4 billion o Ye 


better than o 
dustry 


or in 


seven months of 1951 as compared with the same 1950 period: 
Bank Transactions UP 19%; Job Placements UP 30%; Postal Receipts 
- UP 5%; New Family Arrivals UP 45%—and Department Stores Sales, 


which are UP 9% compared with 6% for the U. S., tell the story of 
a market in Which business is good right now. 


The Spokane Market Stands Out—A MUST In The Paci- 
fic Northwest! The best way—the easiest way—to make your product 
stand out on the big buying list of Spokane and Inland Empiré 
residents is through advertising in the two newspapers which are 


hometown dailies the length and breadth of the Billion Dollar 
Spokane Market 


ROJECT oll 
' New State Added to the Union 


the 

Straus soid water ve vd 

-y new state od ‘ 
ay be visuolized i” 


er michoel 


Combined Daily 
CIRCULATION ~— 


Now Over 


160,000 
81.84% UN-duplicated 


rms 
12,000 new Inlon block of forms 
‘ . her lond will 


be reciai 
per yeor: 


Advertising Representatives Cresmer & Woodward, Inc., New York, Chicogo, Detroit, 
Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group 


a ae 
ee ee x ae 
ze pie” ‘ ey: Pe = 
c . i : Ss s. ia 
i “* ; ae > 
; : : y Pome Se, gual Sin eae ee 
bees ie ae 
: ce, ve 
S ; . ‘ > Ses 
= a eee a 
a it hs e a ies 
- = arr 

(a ie R oa: 
r - ‘ ig ' ff ss i 

\ > jw Sie, 
. >. . a eg 
) MONT as 
ANA EE. 
j ~~ — wR 
. : a Ley pe 
p | aaa a ; “es 
= “ Pa > Lo 

aed ee ‘eo ® a. on | 

ao ~ chet 
SS os ——- aS 
~~ a at ee 

— _~ ‘y &. 
_” — aig as 

_a~ © Borst oi 
ae 

on“ E aes 
SZ OREGON \DAHO ee 

ae ee 

a“. ie 8 Me 

“sy ioe, 4 
~ eee 

a~ aa 

a ” ee 
; “i aoe - ae: 
-. i ae» = Bot 
: tae ° a ane —e “eT aes 
BS 5 Pid eee m4 : . ® dy - 
» vy: fie, ate ., a “S ad as i". 
‘ae = | . al -: ae rt i 

4 § k é -~ A} oa PES a BS ~ ce ae 

| pee ——— ae 
al? ote vd a , ss ie: 
oN “it "hoy ee 
si _ —* w% x 5 eee. a Bs: 

ee i rt eae 
+e, ae = = oe 

= —~* 1 ee eee ee 

a ’ ee Dall bye peng, eS 

= © ae <p eel “y . ae 
. = ee 7 ie er 

2 as , =i, ¥ © a at ox: 
> = ‘ bs “a. an os 7 ay 

—_ i: he 

i? 

Bet > 
m LUMBER * Ber 
po+ 
eS 

ae 
_ vf: * 
; s = eS 
_— 
% cored 
Coir ai * a r aie 

ey iiaik *s tic ” * fap 

i +. coe 7 " me 
7 ae . , . = ee 
ae pe : ali ve Eee : Sig . ./ ; 2 S ey 

A . kee | See ae 
— CO 2 ay e ; 2 = 

ey nyt ae . BT 

ee é pe a ge “a _ y . s 23; 

baer. ee ha ! f yaa ey oe 
feiesticiitts 2 = \- Peg! eR: 0, atte" ; : we 
{ : ; ig Se oe, ey 
| : eas: 
aay 
ao: 
\ is” 

\ ; ‘a a 7 haa 
“ss > 
oe. 
ot 
- Bee 3 
Pn e 
° j Ses 
ee tt 
: tare 
ae a bah. 

. eeRe 
BASIN a 
é Go red ig * 
ae 
a" 
oa: 
s 
a 2 
Reclamation Comm ca am 
Columbia Basin oreo ae é 
the Union. The tremendous bene ae 
terms of a new stote—o state the size of Delowore : 7 
First water from Grond Coulee Dom to the Columbic Basin ahs 

begon flowing June 14 at the rate of 50 tons per second, o ae 
the largest pump ever built wos storted a 
fi Woter will eventually transform over @ : : aaa 
+ highly fertile ocres into Bact 2 
next ee 

Fit 
erage 
will receive | al > “PORES Po ee 
i ot the rate of 70,000 acres 3 Siac’ Rag + - € . case ol Ce a 
; ‘ P r “ep ee i” 4 eee a: 
: - . Sane j= my vs 5 oh Po “he oe 
a “ae eu . cog ES : ee. 
epbe i1- Chranie Bo 

oe ° Ufo te9en os ae 

* : » Set FS it} a ie he: 5 je Hae 
a Se 2m 
P : A i he oy ji S Me 
" wes. 
a an ie 
Biv oY ee : P — “na j 
7 cs (a : 
‘ “ i | ce ag a : 7 f-1 
sa a ar. amt 
mi) a Soe Mois s : 
J a, ee ae re 
ee ‘ ' faa 
ot eee eee oo wae lic 
caret. Fs ae ae Ye 


In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ApvertisinG Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company ° Chicago e¢ Detroit ©* Atlanta ©* Los Angeles San Francisco 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Salesense In Advertising... 


Feature Section 


Promise of Psychological Satisfaction 
Might Be a Better Way to Sell Tea 


By JaMEs D. WooLr 

This commentator is dumbfounded by 
the first ad of the new Tea Council 
“TAKE TEA AND SEE” campaign. 

Perhaps it is terrific, a masterpiece of 
salesmanship in print. Or possibly, on the 
other hand, it is a 
masterpiece of total 
vacuity. 

There is no doubt at 
all that this ad will be 
seen by every reader 
of every publication in 
which it appears, or 
99 44/100 of them at 
the very least. There 
is no doubt, either, 
that it will achieve a 
new high in Starch readership ratings, 
for the simple reason that there is nothing 
to read except four single-syllable words 
in huge Gothic type. And perhaps the 
ad’s message is catchy and memorable; 
“See” rhymes with “Tea,” see? 


Jim Woolf 


@ It is entirely within the realm of pos- 
sibility that this campaign will do a job 
for the Tea Council. Far be it from me 
to say flatfootedly that it won't. But I 
will say that it flabbergasts me. If this 
new campaign turns a few million of 
Americans into frequent tea drinkers, 
which we'll learn about in due time, then 
I shall forthwith undertake a program 
of unlearning everything I have been 
taught by experience, over many years, 
about what is and what is not effective 
advertising. 

May I say that I have had a hand in 
plotting more than a score of national and 
regional campaigns for beverages, the 
products including coffee, tea, milk, 
malted milk, fruit juices, soft drinks and 
beer. For what they were worth, which 
was perhaps not much, I have participated 
in at least a dozen extensive consumer 
surveys on the subject of coffee and tea. 
I do not believe for a minute that this 
experience establishes my right to sit in 
judgment on the new Tea Council cam- 
paign. But it does establish my right to 
an opinion, and it is an opinion that I 
shall herewith set forth. 


@ The Creative Man in his Corner in 
ADVERTISING AGE recently said something 
to the effect that an agency's basic job 
is to come up with—not a research report, 
not a merchandising plan—but an idea. 
A selling idea. “Remember,” he asks, 
“when advertisers used to be concerned 
with such things?” 

Possibly the new campaign is merely 
intended to be a cog in the wheel of a 
merchandising plan. I do not know. But 
I cannot persuade myself to believe that 
“TAKE TEA AND SEE” is an idea that 
will persuade millions of housewives to 
serve tea frequently to their families 
instead of coffee or milk. 

Everybody knows that coffee, by a long, 
long margin, is America’s favorite hot 
table drink. Tea is not, as in England and 


most Asiatic countries, a popular Ameri- 
can habit. Many and likely most Ameri- 
cans over 20 have their minds made up 
about tea. It is no stranger to our palates. 
Tea is not a new beverage to America 
in the sense that Coca-Cola and Ovaltine 
were new beverages when they first come 
out. Since most adult Americans have 
drunk tea, many of them not once but 
many times, it goes without saying that 
they have turned thumbs down or thumbs 
up. For most of them, as proved by actual 
sales figures, it is thumbs down on tea 
as a regular daily habit. 

Now, facing this difficult situation, the 
Tea Council comes out and invites the 
American people to “TAKE TEA AND 
SEE.” 

See what? See what it tastes like? See 
how it makes us feel? See how healthful 
it is? See how comfortably it rests on our 
stomachs? See how easy it is to prepare? 
See how economical it is? See what? 
Haven't we, the consuming public, al- 
ready seen these things? Or is there a 
new benefit, unknown to us, that we are 
now being asked to see? 


e I have said that most adult Americans 
have drunk tea, have already done their 
seeing. Now let’s argue the other way 
and assume that most Americans have 
never drunk tea, except perhaps a weak 
cup on doctor's orders in a hospital. They 
are confirmed drinkers of tea’s arch ene- 
my, coffee, or possibly milk. 

Facing this situation, they are invited 
to “TAKE TEA AND SEE.” Now where 
are we? In my opimon we are nowhere 
See what? Isn't it probable that these 
coffee addicts will, if they should happen 
to sample a cup or two, say, “Naw, not 
for me!” Wouldn't it be better if the 
tea copy made an attempt to condition 
the consumer to expect certain delightful 
results? “Note its tantalizing fragrance! 
See how it stimulates the taste buds! See 
how it invigorates you, picks you up, 
makes conversation sparkle!” 

In advertising, as in everything else, 
most human beings see the things they 
are told to see. Watch an expert auto- 
mobile salesman give a demonstration: 
“I'm going to step on the gas—now see 
‘er go!” “See those brakes hold—see ‘er 
stop on a dime!” “Hear that motor purr 
—she’s quiet as a kitten lapping milk!” 
“Yes,” you agree, nodding sagely, “I can 
see those things all right.” 

Yes, conditioning the non-tea drinker 
with promises of the delightful results 
he will see has more persuasion than just 
plain “AND SEE.” But is it persuasive 
enough? 


What People Spend Most 
of Their Money For 

The objective of the Tea Council's ad- 
vertising, I assume, is to persuade more 
people to drink more tea oftener. Ad- 
mittedly this is a tough job in a coffee- 
mad nation. 


In my opinion, and mind you it’s 


Fashion Copy Puzzles Creative Man 


When-Where Supers Advertise 


only an opinion, what the job needs is 
an idea that will satisfy a subjective 
hankering. It will probably be an idea 
with an emotional pitch appealing to a 
want instead of a need. It is doubtful that 
a matter-of-fact idea—explaining what 


tea is, what it tastes like, and how it re- 
freshes and stimulates one—will ring any 
bells. As James W. Young once said be- 
fore the University of Chicago in a state- 
ment commenting on the satisfaction of 
subjective needs: “What a consumer buys 
with most of his money is not biological 
necessities but psychological satisfactions.” 

If some smart copy man can figure out 


G. D. Crain Jr. Says... 


Watch Out for Widows 


M. O. Man Cites Good Example 


satisfaction” that tea 


a “psychological 
might conceivably satisfy, he might have 
something. For example, the good old 
“snob appeal” might take hold. There are 
many important, glamorous personalities 


movie and television stars, 
queens, statesmen, famous. explorers, 
atomic scientists, and other such notables 
who are authentic tea drinkers. It would 
be easily possible to do a completely 
honest campaign featuring bona fide un- 
paid-for testimonials 


society 


The potent appeal of glamorous people 
cannot be gainsaid. The reason this is 
true resides at least partly in the fact 
that an innate sense of inferiority plagues 
almost every human being. The average 
American must look up to a glamorous 
hero—a man or woman who “does things.” 
He can neither admire nor emulate others 
in whom he sees portrayed his own preb- 
lems and inferiority; he is intrigued and 
entertained by persons who appear to be 
leading romantic lives and thus, vicari- 
ously, he escapes from himself. 

Well, it’s just a tentative idea, and P'm 
pretty sure it has occurred to the Tea 
Council. But I wonder if it has occurfed 
to them that what is needed, perhaps, is 
an appeal to a subjective want. If they 
have, their ad, “TAKE TEA AND SEB,” 
isn't it. Surely those four little words 
don't promise a “psychological satisfac- 
tion.” 


U. S. Markets Are Wide Open- 
The Basic Problem of Foreign Trade 


Promoting a free flow of international 
trade is one of the major objectives of 
national policy. As a substitute for giv- 
ing away billions to countries whose 
economies are shaky, exchanging our 
goods for theirs is undoubtedly the bet- 
ter plan. We have always been a na- 
tion of exporters, and when we sell to 
other nations, we must also expect to 
buy from them. 

That is a capsule statement of the rea- 
sons why the United States is committed, 
under present policies, to encouraging 
imports of goods from other countries, 
through reduced tariffs and reciprocal 
agreements. The objective is to make a 
healthier world, economically, and thus 
avoid the necessity of outright gifts which 
have piled an enormous burden on the 
American taxpayer in recent years. 


e But how is this going to affect Ameri- 
can manufacturers and their workers, 
who see a large part of their domestic 
markets being taken over by foreign man- 
ufacturers? Are they to become martyrs 
to the cause of international trade? Is 
the American market to be a free-for-all, 
with foreign-made products permitted to 
compete on an even basis with domestic 
goods? 

These are not academic questions, by 
any means. Right now, for example, the 
Bicycle Institute of America has a com- 
mittee which is working hard to con- 
vince the Federal Tariff Commission that 


some restrictions should be placed on the 
importation of bikes from other countries. 
The modest tariffs of 742% on balloon- 
tired bikes and 15% on light-weight mod- 
els is too small, these manufacturers con- 
tend, to be an effective protection for 
the domestic industry, and they would 
like to see a quota basis for imports 
established, permitting 3% of total con- 
sumption to be supplied from abroad. 


es At present there is a great vogue among 
American youngsters for lightweight 
models known as “the English racer.” 
Raleigh and other British makers, some 
of whom have set up assembling plants 
in this country, are now selling 12 or 
13% of total sales, a recent month show- 
ing imports of 20,000 units as compared 
with domestic sales of 150,000 units 

To complicate the situation, some 
American manufacturers are importing 
parts from abroad and assembling them 
here, and other large merchandisers, in- 
cluding department stores and chains, are 
importing directly from abroad. While 
the British makers got in early with their 
“English racer” lightweight models, Ja- 
pan and Germany are now moving into 
the market and may take the business 
away from the British 

Under restricted production based on 
limited supplies of steel] and other mate- 
rials, the United States industry is sell- 
ing all it can make at present, and in 
fact some manufacturers predict a short- 
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of bikes for the Christmas trade 
they are making only about 
two-thirds of normal production, they are 
uneasily aware of the terrific competi- 
tion they can expect when conditions are 
though they 


uge 
Sut since 


normal, 
too are now offering lightweight models 

Like the ceramic and glass industries, 
suffering from for- 
the bicycle makers are 


more nearly even 


which are severely 
eign competition, 
asking some very direct questions of the 
tariff authorities in Washington. Hear- 
ings will be held on the subject, but the 
attitude of the government officials at 
present Is We must encourage imports 
If you can't compete with them, maybe 

vu had better get into another business.” 


Employe Communications... 


American 
protection 


industry grew under tariff 
Perhaps it does not need it 
now, but the experiences of a number of 
important producers would indicate that 
with our high labor costs, they can’t hold 
their markets successfully against for- 
eign competition. If we are committed to 
free trade or its equivalent, we may ul- 
timately have a problem of employment 
in domestic industry based on increased 
consumption of lower-cost foreign com- 
modities 

This is a basic issue of national policy, 
regarding which few Americans are 
And, strange to say, the big labor 
unions are said not to be much concerned, 
either 


aware 


TV Competes for Workers Reading Time 


By Rosert Newcoms and Marc SAMMONS 


Seasoned authors of messages to em- 
whatever form, long since 
accept Mother Nature as a 
competitor You can't get a man with a 
fish pole under his arm to stop and read 


ployes, in 


learned to 


an editorial on the need for product qual- 
itv. The employe with a shotgun on the 
back seat of his car isn't going to listen 
While you tell him about the blessings of 
free enterprise—he's already on his way 
to enjoy one of them. If you're writing 
to catch the eye and ear of a working 
Man must respect for the 
things he prefers to do 


vou have a 


® The nip of autumn is in the air, and 
Winter is just around the corner. Com- 
Municators are beginning to face their 
Greatest competition for reader atten- 
tion right in the employe’s own living 
foom. It’s television, and it’s tough 

relevision is the biggest reason in the 
World why the employe doesn’t care to 
fead as much as he did five vears ago, 
When he little enough. Employe 
literature, tailored to invite the eye of 
the employe and family at the hearth- 
Side, is in a tussle with whatever is hap- 
pening that night in the world of video. 
Let those in the business of talking with 
@mployes take full, fearful stock of it 
You will talk to the employe graphically, 
or you may not be heard 


read 


Television imposes a new, grave bur- 
editorial text of anything 
managements distribute to employes. The 
text today must not only be good; it must 
be better than it 
The 


den on the 


been before 
inspiration 


has ever 


long, windy items of 


The Eye and Ear Department . 


and self-praise may 
of the envelopes 


never even get out 


e Up to now few people in the field of 
employe communications have paid any 
attention to television, other than to re- 
that the company was 
sponsor a program. Today they must 
recognize that television is the newest, 
and by far the strongest competitive bid- 
der for the leisure time of employe read- 
ers. Five years ago the president of a 
company could dictate for his employe 
publication 5,000 rambling words on suc- 
and stand a reasonable chance of 
having half of it read by a quarter of his 
people. Today his following would be 
trimmed down to those who felt the boss 
might ask in the morning how they liked 
the article 


port about to 


cess, 


e Those in the field of communications 
must come up with the answer. They 
can't ignore a medium as powerful as 
television, and they can't fight it either 
They must adjust their own devices of 
communication to fit it, to get along with 
it. The theme that once took a half hour 
of reading time to develop must now be 
developed in ten minutes or less. There 
are no more hours in the day than there 
were 50 years ago, but there are so many 
more demands upon those hours. 

The communicator has no right to tell 
the emplove how he shall spend his 
leisure time. He cannot instruct him in 
what he shall read, or see, or hear. The 
communicator must recognize that he is 
in a hot race for attention. If he wants to 
be heard, he must pipe.a tune people like 
to hear 


Great Talent, 


When Kate Smith did the Charleston in 
Eddie Dowling’s “Honeymoon Lane,” back 
in the 
(take 
aown 


20s, she literally and figuratively 


your choice) brought the house 


Watching this enormous youngster 
cavort about the stage had about it the 


same fascination as watching a particu- 


larly playful St teel- 


Empire 


Bernard puppy —or 
State Bldg 
Perhaps to justify 
puny existence, you waited for something 


ing the 
high wind 


sway In a 
your own 


to give—maybe break. When it didn’t 
you applauded 

Kate Smith is now America’s sweet- 
heart. Or something. She has attained a 
great deal of dignity—like a piece of 
bread—-smothered over with a plentiful 
amount of sentiment—like jelly on the 
bread. She has become, via radio, “our 
Kate.”’ 

On her new television program, how- 
ever-—sponsored by Congoleum-Nairn 
and Norge over NBC-TV Wednesday 


but Slim ‘Sell’ 


nights, 8 to 9 
than satisfactory 
less than anything is, 


Kate Smith is slightly less 
Finding Kate slightly 


this reviewer ad- 


heaving ywour perfume delivered in this! 


The Creative Ulan Co 
Hey, genius! 
Yes, my adoring one 
riage, a delicious turn-of-the-century custom revived 
tendants and all—by Angelique Perfumes 
6 
Yes? 
Well—can you 
Can I what? 
Can you imagine having your perfume delivered in this’ 
‘ 
‘ 
‘ 
§ 
‘ 
‘ 
4 
‘ 
) 
‘ 
‘ ete 
‘ fowas, Blect 
' Monee 
‘ 
‘ 
‘ 
‘ 
‘ 


Apparently Lord & Taylor would. 


to make its rounds 


Oct. 6 
Silly! Lord & Taylor isn’t going to n 
But it says so, right here in the ad 
That’s fashion copy 


chases are going to be made 


Really? I didn’t read that into it 
a bottle 

Better get three, just to be sure 

There you go again, getting indecent 


Worsrorr error rrrrre 


mits, something of a problem. Maybe on a 
30-inch tube the feeling would be dif- 
ferent. But this reviewer lacks a 30-inch 
tube 

Both Kate and Ted Collins have for 
so long been merely voices that to see 
them on the “Evening Hour” is something 


of a let-down. On radio, Collins has an 
ingratiating tone of voice. On TV, he 
sounds—and looks—studied 


On her first “Evening Hour,” Kate sur- 
rounded herself with considerable talent 
-Paul Lukas, playing Ludwig von Bee- 
thoven, William Bendix, and Kay Thomp- 
son and her boys. For someone deaf since 
childhood, Paul von Beethoven heard the 
soft admiring voices of courtly women 
with considerable Bendix did an 
skit about trying to 
game with a dumb 
things 


ease 
imusing get to a 
wife who 
she had 
Kay Thompson was Kay 
Thompson—and you can’t ask for more 
But, all in all, the “Kate Smith Evening 


baseball 
constantly 
forgotten to do 


remembered 


Can you imagine having your perfume delivered in this? It’s a parfum car- 


tan only) with every $10-or-over purchase—of the famous Black Satin, White 
Satin or Gold Satin perfumes—made at Lord & Taylor through Saturday, Oct. 


Not in these days. These days it comes by United Parcel Service 


lordifede. 


Exactly! Makes you think the perfume’s no good, doesn’t it? 
Who would deliver a modern perfume in an antique vehicle like this? 


You miss my point, big brain. This is a gadget—which contains perfume 

You mean in the gas tank under the seat”? 

I don't know. The ad doesn’t say. It doesn’t give dimensions; for all I know. 
you actually get an old Locomobile, Winton or Pierce-Arrow. It says it’s going 

With every $10-or-over purchase of the famous Black Satin, White Satin or 
Gold Satin perfumes made at Lord & Taylor through Saturday, Oct. 6. I won- 
der why Lord & Taylor is only going to make this stuff through Saturday 
ake it at all’ 


Don't you ever read tashion copy” 


Looks to me like the customers are going to be made 
at 


PPL LLL LLL LL LL LLL LDL LLL LLL LOLOL LLL LOLOL LOLOL POLLO OP OP OPPO Poo oe 
-- 


Advertising Age, October 15, 1951 


SLL LL LL LLL LLL LLL LLL LLL LLL LLL LLL LL LL LLL ON 


car, be-dustered at- 
t will make its rounds (in Manhat- 


1 New ret 


PF FF FF LLL LLL L LLL LLB LLL LLL LLL LLL LLL LLL LLL LL 


They mean the 


pur- 


ull. Think I'l] 


go down and get me 


I swear—vour mind 


EFF FFL LLL LLL LLL OL LOL LLL LLL LLL LLL LAL 


Hour” left simply 
been entertained—not to any high degree, 
but competently. It had about it all the 
familiar elements of the typical TV ex- 
pensive variety 
vou didn't 
seen 


you feeling you had 


hour 
exactly 
something 


When it was over, 
might have 
better, but you felt 
you wouldn't have missed much if you'd 
gotten home late and missed it altogether 


feel vou 


In this reviewer's opinion, Congoleum- 
Nairn had much better 
with Dave Garroway 
ire like 
cheaper, maybe, but twice as hard 
to remember. Norge had 
inspired 
automatic 


identity and sell 
Multiple-sponsoread 
shows ids with two products in 
them 
i typically un- 
appliance 
washer 


commercial for its 
Straight-line dialing 
for women who find it hard to read the 
dial on such a machine. Having saved the 


average American woman the pain of 
soaking and rinsing, the automatic washer 
people are now going to save her the pain 


of reading. That’s progress for vou 
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OUR NEW COLOR MOVIE, 


Raphael G. Wolff Studios of Hollywood, will have its first 


showing (in Hollywood they call it the “‘premeer’’) at the Noon luncheon 
of the Chicago Federated Advertising Club on October 25, 1951 

in the Terrace Room of the Morrison Hotel. 

This film shows dramatically many facts about color engraving 


that everyone in advertising and the graphic arts should 


COLLINS, know and rarely has a chance to see. If you are interested 
M| R : ; 
LLE in the behind-the-scenes story of how fine engravings are made, be sure 
& HUTCHINGS, 
INC to attend this meeting. For reservations call CFAC, FRanklin 2-4288. 


AMERICA’S FINEST PHOTOENGRAVING PLANT 
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Mail Order and Direct Mail Clinic... 


Make It Specific 


By Warr, NorTHMORE SCHULTZ 

Scores of direct mail pieces arrive at 
our headquarters every day. Some are 
excellent; some are just fair. Others speed 
directly to office wastebaskets with hard- 
ly a glance 

Direct mail, beamed right to a specific 
sudience with simple, sincere, sales-win- 
ning copy can move tons of goods for mail 
Effective direct mail 
can perform just about any sales job for 


order mechandisers 
a business 


@ One of the cleverest pieces of direct 
mail to hit our desk in a long time came 
from Street & Smith's growing young 
magazine, Living for Young Homemakers 
Direct mail craftsmen handling this ma- 
gazine’s mail promotions deserve some 
kind of an award for the job they did on 
the promotion, illustrated here 

Their mailing, first of all, arrived in a 
yellow, 3°-long box—almost identical to 
the type of box which houses film for a 
snapshot camera 

On three sides of the box, in big red 
and black printed Living's 
name and address; the fourth side is left 
blank for the recipient's address. This 
mame and address, incidentally, is neatly 
written by hand with pen and ink. A pre- 
canceled 3¢ stamp gives the mailing the 
importance of first class matter 


letters, is 


@® Inside the box (which grabbed atten- 
tion and aroused interest, by the way) 
is a roll of “film,” wound up on the same 
type of spool used for commercial film 
The “film” begins: “Living for Young 
Homemakers Presents Selected Short 
Subjects on Big Store Promotions.” On 
the film are 32 different shots, half of 
them pictures, the other half brief des- 
cription \ typical one “Carol 
Reed, Midwest editor, conducted a clinic 
for voung homemakers on thei 


reads 


furnish- 


Tips for the Production Man... 


ing problems.” A photo shows a young 
couple chatting with the clinic’s director. 

At the end of the film, Living’s direct 
mail experts summarize their sales story, 
in part, as follows: “You have seen a pic- 
ture of Living for Young Homemakers 
in action—-a magazine that knows how to 
move merchandise because it caters to the 
age group that buys more home furnish- 
ings and appliances than all the other 
groups together.” 


@ On the reverse side of the film, printed 
in white over red and still maintaining 
the camera-film-like approach, is a long 
listing of stores in all parts of the coun- 
try which have participated in Living’s 
tie-in promotions. 

In my opinion, this is a mighty ingeni- 
ous piece of direct mail. It arouses in- 
terest, wins attention and earns a favor- 


able and 


positive response. It's a good 
piece of direct mail, because it accomp- 
lishes the specific job it set out to do. 


Beware of the Lonely Widow 


By Kennetu B. BuTLER 

We are not speaking of the widow cele- 
brated in song, poem and parlor story 
She is usually quite an admirable person 
Our reference is to the term “widow” in 
typography, which invariably intrigues 
folks breaking into production work, It is 
to be avoided—and usually is 
but it creeps into ad makeup and page 


something 


makeup just often enough to cause a jar- 
ring sensation on the retina. We think it 
is worth a discussion. 

The widow line is a short or incomplete 
line forming the end of a paragraph, and 
is objectionable when the vagaries of 
makeup place it at the top of a column in 
a runover from a preceding column. It is 
a widow, also, when the short line ap- 


DAYS “NORMALLY” USED FOR ADVERTISING 
Percentage of Companies 


82% | 


SUNDAY 

MONDAY 26% =| 
TuspaY | 16% | 
WEDNESDAY 25% | 
THURSDAY 

FRIDAY 30% =| 
saturvay | 13% 
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HAPPENS IN THE BEST FAMILIES—A few widow lines noted in the day’s reading of prominent 
publications. These are from Pathfinder, Look, and ADVERTISING AGE in that order, 
reading left to right. Yes. AA. This department is positively fearless! 


pears beneath an illustration or a head- 
line. 


s The widow line is unsightly, often 
looks as if it might be a subhead, and 
mars good typography by casting an un- 
sightly area of white space in a spot im- 
portant visually. 

Getting rid of the widow is not always 
easy. 

The first attempt to remove it is to as- 
certain if the line can be pulled back in- 
to the preceding column. If the first col- 
umn is loose, okay. If it is tight, then it 
would be a mistake to crowd illustrations 
or headline to find room for it. 

Option two is to pull an additional line 
from the first column and place it over 
the widow. This can be done if the first 
column is tight; a little extra white space 
around headings or illustration often im- 
proves spacing. Spacing above subheads 
or ahead of an initial letter breaking the 
column is another possibility. Additional 
spacing between paragraphs is not recom- 
mended. 


e If conditions frustrate you in the fore- 
going, you'll have to amputate, or add ma- 
terial to the short line within the sense 


of the copy to make it just fill. This calls 
for careful character counting and copy 
fitting. Try to add the words to the widow 
line. If this isn’t possible, add them as 
close to the widow line as possible to 
avoid resetting of many words. 
Amputation is probably easier. Cut out 
words in the material immediately preced- 
ing the widow so as to reduce the num- 
ber of characters involved, thus eliminat- 
ing the short line. Edit out a few more 
words if desired, since a short line at the 
bottom of a column is strictly kosher. 


es Try not to do the editing way up at the 
start of the paragraph. Saves money to 
do it near the close. 

Or glance up at other final paragraph 
lines in the preceding column to see if 
editing out of a single word or two may 
not save a line, enabling you to pull the 
widow line back to the bottom of the first 
column. 

Fortunately widows are seldom allowed 
to slip through in advertising typography. 
But in publications, booklets, catalogs, 
and other promotion material they fre- 
quently slip by. It takes a little effort to 
avoid them, but it pays off in makeup 
nicely. 


Copy Is As Copy Does 


Topnotch auto ads are written 

By the guys who walk to work, 
And the bird with china clippers 
Makes the toothpaste copy perk. 


Have a man write travel copy 

On the joys of Samothrace 

And he'll pour out gems that sparkle 
If he never saw the place. 


Should you manufacture bra sets 
And your ads must bring on raves, 
Don't assign the job to females... 
Use a word-artiste who shaves. 


Only bachelors and spinsters 
Can do right by baby toys; 
You can trust your whisky copy 
To the never-touch-it boys 


Bright young L.L.D.’s from Harvard 
Pen the best indusirials; 

While the ads for men’s pajamas 
Can be turned out best by gals 


The unwritten rule of Copy 

Have your copywriters shout 
Only of those clients’ products 
That they don't know much about. 


Paut R. Barnes, Meldrum & Fewsmith Inc., Cleveland 


MEDIA USED FOR ADVERTISING 
Percentage of Companies Using 


Regularly Sometimes Total 

aewsoatss "82% 84% 
non | 30% | 26% | 56% 
rows 90 Tee 29% | 45% 
wwe 38%. N% 44% 
muwson (8179) 15% 


‘NORMAL’ AD DAYS—When members of the Supermarket Institute were asked to name the 
days on which they “normally” advertise, Thursday was mentioned by 82% of the com- 


panies. Friday was second, with 30%. 


SUPERMARKET RECORD—Members of the Super Market Institute, asked to report on which 
media they use “regularly” or “sometimes,” show a preference for daily newspapers in 
this chart of replies. Eighty-four per cent of member companies use dailies. 


: Lee ee ae EE i ne CGR rye oe TNR 8 ok ae . - See” eee ae 
+47 mh EE ae ae : Ee OS oe a 4 a yee Ee 
~ , Et 

a ee 
\ i 2 
= Advertising Age, October 15, 1951 : 
————— ——- ——— a a] a 
2 ee oe teeter) em -_ 
: ee ee 3 
‘ oe er Daren a a a 5 
¢ he Spe So Yt — + _ a : 
PS ———cae Sees So 
. ee ———— Seoee ies... ; 
: Saecerccaarse See See oo Tih eeneeenen 
; mess: am tee aeons a mernrins wont Hy ne mes OT 0 ees es Oe es ee rer oe ee ee 
f ee ntcemet ee sing me = Game « pa oe et ee ee oe : 
i an rences ——-~-—- —4 =e eee ee 
‘ — a -—me-«s “wae 4 
a7 ro Te Kaptere Communications... Ss 
a meee ee a e-w 1 ae 
; = == Industrial Harmony Is He Accident 
-—o : 
~ yy > raaso ant theme Geesenees 
+ - 2 
ee 
a A 
j 
: i 
oS 7 ; 
s { | 
; = 
* o 
. , 
; i 3 es i 4 
iy : ag : 
id | . 
| ee | rR] ; 
eS Bas 3 ; er ) 
* | j "sh + yg - } Lng 
A Sy : 
oe ; Bes >. 
—_ G 
2 rI ¥ a s Age B 
Gg Bey. oh 0 bis 
: ES one of BS aie oe ae \ 
' og eo Le a 
Ae as hy eee ; 
= 84 we 7 ta 
4 er ae S 
J 2 pene LS at aN ; il 
Eb . ae - Po | 
4 \3 : 
Pe . + 
& 4 
. a : 
ae 
iy 
; ; 
—) 
i: p 
aq PO | 
‘y 
a a ! 
’ i eeeee—“C:SCSC‘éSS 
t | 
> || 


¢ ‘Sa q _ ; , 
Advertising Age, October 15, 1951 7 
Wheat Warehouses Pedro Ligon Joins Wheeler Names Weiss & Geller for Hag —_ See Senet a“ 
Pedro Ligon, at one time in the Coffee Time in NY eBirere , 


Chock-full, Fisher national retail advertising depart- Coffee Time Products of Amer- N Chai e N 
ment of Sears, Roebuck & Co., Chi- jc¢a, Boston, has named Weiss & eague comes airmen F ames 00 
Coupon Ads Stress cago, has been appointed assistant Geller, Chicago, to handle adver- Kenneth Rader of the Kenneth ° 
to both the president and v.p. of tising for Coffee Time, carbonated Rader Co., New York, has been ~« 2 

SEATTLE, Oct. 9—Fisher Flouring — & Gainey, Cclum- coffee beverage, in the New York —_ ae = ll — Advertising 
Mills Co. has keyed its “new crop US, V- metropolitan area. : Ried adi 
flour sale” to the problem of ware- Coffee Time, introduced in New om < —— a, Consultant 
houses overflowing with wheat. Bixby to Chemstrand Corp. England by Rudy Vallee, executive Will Burgess & Co., New York, i Inquiries invited from 
The promotion uses coupons. James L. Bixby, formerly assist- ¥-P- of the company, will be ad-| chairman of the credit bureau advertisers and agencies 

Newspaper advertisements in the| ant to the public relations director Vertised In the We rid-Telegram & committee, and Sam Mitchell of s FeoNM 
form of a letter to grocers advise: of St. Rezis Paper Co., New York, Sun and the News in New York. the Samuel Mitchell Agency, New anta Fe, 
“Warehouses are overflowing with has been named PR director of The “Jack Sterling” and “Rayburn York, is chairman of the ethics 
wheat and the storage space short- Chemsitrand Corp., Decatur, Ala. |& Finch” radio shows and the committee 
age must be relieved immediately —o 
You can help Fisher’s move the 
wheat from warehouse to mill to 
customer.” 

One corner of the ad carries as 
an inset a reproduction of a news 
story headlined: “State Faces 
Acute Problem of Wheat Storage.” 

The letter to grocers is signea 
by Earle G. Lawrence, sales man- 
ager of Fisher's packaged products 
division. It carries this P.S. t 
housewives 


Finest printing costs less for 
Libbey-Owens - Ford... 


e “Your coupons are valuable! 
Use them. Buy a big sack of Fish- 
er’s Blend and have enough flour 
for dozens of economical meals 
You can EMPTY THE WARE- 
HOUSES by filling your cupboards 
with plenty of Fisher's Blend flour, 
the finest that money can buy.” 

Fisher's distributed 450,000 cou- 
pons to consumers in western 
Washington and western Oregon, 
each coupon worth 15¢ on the 
purchase of any size bag of Fish- 

. er’s Blend flour 

In what is plainly a caution on 
the handling of coupons in stores, 
Mr. Lawrence’s letter to grocers 
also says: 

“Coupons mean extra savings for your 
customers. They are distributed to in- 
crease business for retailers. wholesalers 
and manufacturers while reducing the 
product cost. The whole purpose of cou 
poning is defeated when coupons are re- 
deemed without purchase of the speci 
fied product.” 

The account is handled by Pa- 
cific National Advertising Agency 
here 


Lydecker Switches to Biow 

Garrit A. Lydecker, formerls 
v.p. and account supervisor on the 
General Foods account for Youn; 
& Rubicam, New York, has joined 
the Biow Co.. New York, as v.p 
and account supervisor 


Burlington Names Anderson 
Burlington Mills Hosiery Co. of 
Canada has named Anderson, 
Smith & Cairns, Montreal, to han- 
dle its account, effective Nov. 1 


- thanks to the revolutionary economy 
of (cicclhdated Enamel Papers . 


Ww 


By the time plate glass has passed all the Today, many of those dollars are available uM 


inspections required at Libbey Owens-Ford to meet other rising costs. For by switching 


it's as flawless as advanced manufacturing 


to Consolidated Enamel Papers for many 


» Finest enamel paper 


methods can make it. But the job of picturing important pieces, Libbey-Owens-Ford now qnaiity at lower cont 
such perfection in printed sales materials is vets the finest premium enamel paper quali 1s the direct result of 
a real challenge to the finest paper. ties at prices that average 15 to 25°. below the enameling method 
For vears. the only papers of suitable bril those of old stvle enamel papers which Consolidated 
lianee and quality were enamels produced by You may be surprised to learn that while pioneered. Operating as a 
elaborate and costly methods. Their premium many leading companies are taking advantage part of the papermaking 
prices imposed penalties of thousands of dol of this common-sense saving, some are not machine, it eliminates 
lars on the many different booklets, ad re Just to be sure. you ll want to check your many costly steps still 
prints, and similar materials, produced by own. We'll be glad to furnish trial sheets for required by other 
What the Merts Revealed .... Color TV When? Libbey -Owens-Ford each vear. a test without obligation papermakers and 
produces highest quality 
Before closing your budget 4 & Ny A M eo L paper, simultaneously 
investigate this new idea enameled on both 
in appliance merchandising. Pp A P a R An sides, in a single 
Pocket-size — digest style. PRODUCTION GLOSS @ MODERN GLOSS © FLASH GLOSS -epeed operation. 


Write, wire or phone for 
complete details. 


APPLIANCE DIGEST 
450 W. Fort St. 
Detroit 26, Michigan 


OCONSOLIDATED WATER POWER & 


PAPER COMPANY * 


Makers of Comsoweld— decorative and industrial laminate: 


Main Offices Wisconsin Rapids, Wisconsin * Sales Offices: 135 So. La Salle St.. Chicago 3, lilinois 
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Advertising Volume Figures for September Issues 
of Business Papers 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
Unless otherwise noted, all publications are monthlies and have stand- 


duced without written permission 
ard 7x10” advertising pages 


Pages 

INDUSTRIAL GROUP 1951 1950 
Aero Digest 62 51 
Aeronautical Engineering 

Review 62 31 
American Aviation (bi-w.) 62 *60 
American Brewer 50 384 
American Builder 153 151 
American City 148 143 
American Oyestuff Reporter 89 8129 
American Machinist (bi-w) 458 *390 
American Printer 4 27 
Analytical Chemistry 40 38 
Architectural Record 216 191 
Arts & Architecture 1? 20 
Automotive Industries 

(semi-meo. ) 241 181 
Aviation Age 72 55 
Aviation Week *260 §*190 
Bakers Helper (bi-w.) 185 193 
Bedding 83 74 
Better Roads 30 37 
Boxboard Containers 53 38 
Brewers’ Digest 51 o4 
Brick & Clay Record 42 *43 
Bus Transportation 170 176 
Butane-Propane News 

(4! 9x6! 9) 87 96 
Butter, Cheese & Milk 

Products Journal 36 48 
Canner (w.) "56 67 
Ceramic Industry *63 *72 


Selling a | Product to the | 
Manufacturing Industries? 


Here's a way to reach both 
known and unknown prospects 


You reach your known and your 
unknown market through — the 
60.000 operating, engineering and 
production men in all) industries 
who read and use Industrial Equip- 
Ment News. 


THE RIGHT PEOPLE 
men who read TIEN (92'. by re- 
quest! are those most interested in 

roduct and 
‘hey already know how to do their 
= thes are interested in what 
s currently available. 


news 


THE RIGHT PLANTS 


Register, Industrial Equipment 
News is able to select the larger and 
faster-growing plants, to check its 


fist against daily reports from the | 


field. Result is continuous concen- 
tration on plants most active in 
Production and expansion, 


THE RIGHT TIME specifiers 
and buyers search IEN for products 
they can adopt or adapt to their 
eurrent = product 
needs, Perfect 
advertisement. 


or operating 


timing for your 


More data on Industrial Equip- 
ment News is available in the form 
of a Media Data Reference File. 
The TIEN Plan. NIAA 
Report. CCA Statement. Rate Card. 
Send for your Media 


contaming 


how new 


Data Reference File. 


Thomas Publishing Company 


46) Eighth Avenue, New York 1, N.Y 


REPRESENTATIVES—-ATLANTA + BOSTON 
CHICAGO + CLEVELAND + DETROIT 
INDIANAPOLIS + LOS ANGELES 

PHILADELPHIA = =+ ~—s PITTSBURGH 


Phe | 


information. | 


World 


Chemical & Engineering 
News (w.) 

Chemical Engineering 

Chemical Processing 

Chemical Week 

Civil Engineering 

Coal Age 

Coal Mining 

Commercial Car Journal 

Construction Digest (bi-w.) 

Constructioneer (bi-w.) 

Construction Equipment 

Construction Methods & 
Equipment 

Construction News Monthly 

Construrtor 

Contractors & Engineers 
Monthly (934x14) 

Design News 

Diese! Progress (9x12) 

Distribution Age 

Drilling 

Drug & Cosmetic Industry 

Electric Light & Power 

Electrical Construction & 
Maintenance 

Electrical Engineering 

Electrical South 

Electrical West 

Electrical World (w) 

Electronics 

Engineering & Mining 
Journal 

Engineering News-Record 
(w.) 

Excavating Engineer 

Factory Management & 
Maintenance 

Finish 

Fire Engineering 

Fleet Owner 

Food Engineering 

Food Packer 

Food Processing 

Foundry 

Gas 

Gas Age (bi-w.) 

Heating & Ventilating 

Heating, Piping & Air 
Conditioning 

Ice Cream Review 

Industrial & Engineering 
Chemistry 

Industrial Finishing 
(4 9x6! 2) 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 

Lumberman 

Machine & Tool Blue Book 
(4! 2x6! 2) 

Machine Design 

Machinery 

Magazine of Building 

Manufacturers Record 

Marine Engineering & 
Shipping Review 

Mass Transportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 


“er fl one, >| Milk Dealer 
Through its affiliation with Thomas’ | w 


Mill & Factory 
Mining Engineering 
Modern Machine Shop 
(4! 9x6! 2) 
Modern Metals 
Modern Packaging 
Modern Plastics 
Modern Railroads 
National Petroleum News 
(w) 
National Provisioner (w.) 
National Safety News 
Oil & Gas Journal (w.) 
Organic Finishing 
Pacific Builder & Engineer 
Packaging Parade (9%,x12) 
Paper Industry 
Paper Mill News (w) 
Paper Trade Journal (w) 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refine, 
Pit & Quarry 
Plant Engineering 
Plating 
Power 
Power Engineering 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineering & 
Managemet 
Products Finishing 
(4) 2x6! 
Progressive Architecture 
Purchasing 
Quick Frozen Foods & 
the Locker Plant 
Railway Age (w) 
Railway Engineering & 
Maintenance 
Railway Mechanical & 
Electrical Engineer 
Railway Purchases & Stores 
Railway Signaling & 
Communications 
Roads & Streets 
Rock Products 
Southern Lumber Journal 
Southern Lumberman 
Southern Power & Industry 
Steel (w.) 
Supervision 
Telephone Engineer 
(semi-mo.) . 
Telephony (w.) 
Textile Industries 
Textile World 
Timberman 
Tooling & Production 
(5x7! @) 
Toot Engineer 
Traffic World (w.) 
Utilization 
Wastes Engineering 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer 
Western Canner & Packer 
Western Construction 
Western Industry 
Wood Worker 
Woodworking Digest 
(4! 9x6'/9) 
6i 


*154 
§*246 


§°213 


143 


Pages 
1951 1950 
World Petroleum 974 $67 
Total 19.932 17,943 
PRODUCT NEWS GROUP 
Volume figures for product news information 


publications are reported in 1/9 page units (ap- 


prox. 3'4x434”) .. not in standard 7x10” pages. 
Electrical Equipment 348 33 
Industrial Equipment News 804 772 
Industrial Maintenance 193 157 
New Equipment Digest 609 539 
Plastics World 194 1% 
Product Design & 

Development 298 259 
Transportation Supply News 103 50 

Total 1/9 page units 2.549 2.268 
TRADE GROUP 
Air Conditioning & Refriger 

ation News (w.) 

(11! 9x16) 3°78 *46 
American Artisan 126 126 
American Druggist "113 13% 
American Lumberman & 

Building Products 

Merchandiser (bi-w.) 3*223 §*188 
Boot & Shoe Recorder 

(semi-mo.) *165 156 
Building Supply News 160 149 
Chain Store Age— 

Administration Edition 

Combination 6 27 

Druggist Editions 3122 5148 

General Merchandise— 

Variety Store Editions 122 120 

Grocery Editions §160 116 
Department Store Econom.st 101 83 
Domestic Engineering 166 177 
Electrical Dealer 63 58 
Electrical Merchandising 

(9x12) 196 *168 
Electrical Wholesaling 3*109 "89 

| Farm Equipment Retailing 57 72 
Farm Implement News 

|  (semi-mo.) 135 *135 
Florists’ Review (w.) *374 *363 
Fueloit & Oil Heat 113 113 
Geyer's Topics 91 87 
| Glass Digest 32 

Hardware Age (bi-w.) »*409 §*381 
Hatchery & Feed 

Eastern Edition 41 39 

Central-Western Edition 40 3 
Hosiery & Underwear Review 107 101 
Hosiery Industry Weekly 48 45 
Hosiery Merchandising 28 27 
Implement & Tractor (bi-w) §°215 *201 
Implement Record 52 65 
Industrial Distribution $253 9242 
Jewelers’ Circular-Keystone 181 208 
Leather & Shoes (w.) "106 *109 
Lingerie Merchandising 45 60 
Liquor Store & Dispenser *38 "42 

otor 179 179 
Motor Age 142 127 
Motor Service (4! 4x6 2) 161 155 
NJ (National Jeweler) 

(9 9x73y) 165 166 
National Bottlers’ Gazette 65 64 
Office Appliances §198 §193 
Photographic Trade News 75 52 
Plumbing & Heating Business 118 109 
Plumbing & Heating Journal 75 7s 
Plumbing & Heating 

Wholesaler 33 32 
Poultry Supply Dealer *28 "30 
Progressive Grocer 

(4) 4x7'4) 167 163 
Sheet Metal Worker 67 76 
Southern Automotive Journal 131 128 
Southern Hardware 98 90 
Sporting Goods Dealer 193 203 
Sports Age . 37 39 
Super Market Merchandising 161 129 
Variety Merchandiser 

(45_165,) 86 % 
Wood Construction & | 

Building Materialist 63 53 

Total ‘ ‘ 6,547 6.205 
CLASS GROUP 
Advertising Age (w.) 

(10%4x14) 242 194 
American Funeral Director *61 *63 
American Hairdresser 40 42 
American Restaurant 83 81 

anking (7x10-3/16) 390 8104 

Whoard (w.) (10%4x154,) 8*292 *218 
Chain Store Age— 

Fountain Restaurant 

Combinations 331 §23 
Cleaning & Laundry World 32 44 
Dental Survey ll4 108 
Fountain Service 40 % 
Hospital Management 89 7 
Hotel Management 110 109 
Hotel Monthly 41 38 
Hotel World-Review (w.) 

(9! gxl4) *a9 "45 
Industrial Marketing 112 108 
Journal of the American 

Medical Association (w) 9°364 §*352 
Laundry 47 55 
Medical Economics 

(4141634) 162 146 
Modern Beauty Shop 75 R4 
Modern Medicine (semi-mo) 

(4! 4x634) 194 170 
Nation's Schools 120 
Oral Hygiene 

(4-5/16x7-3/16) 119 112 
Proceedings of the 1.R.E 102 7 


Restaurant Management 7 68 


Scholastic Coach 51 49 
Schoo! & College Management 

(9 9x1144) 16 23 
Schoo! Executive— 

School Equipment News 101 86 
What's New in Home 

Economics 138 171 

Total 2.985 2.776 
EXPORT GROUP 
American Automobile 
(overseas edition) 117 125 
American Exporter 

(2 editions) 172 171 
American Exporter Industrial 

(2 editions) 180 167 
Automovil Americano 152 147 
Caminos y Calles 31 33 
Farmaceutico 76 70 
Hacienda (2 editions) 110 122 
Of Hospital 22 16 
Ingenieria Internacional 

Construccion 61 58 
Ingenieria Internacional 

Industria 92 87 
McGraw-Hill Digest 26 31 
Petroleo Interamericano 986 45 
Pharmacy International 31 29 


_Simpson Boosts Two 
"Cc 


Business Paper Ad 
Linage Hits Record 
9.5% September Gain 


Cuicaco, Oct. 9—For the third 
successive month, advertising lin- 
age in 258 business papers re- 
porting to Industrial Marketing 
reached the 1951 high-water mark, 
with September volume up 9.5% 
above the linage in the correspond- 
ing month last year 

Cumulative figures for the first 
nine months of the year also 
showed a record gain of 7% over 
the previous year, as compared 
with a 6.8% year-to-date increase 
in August. 

For the second successive month, 
all five of the classifications in- 
creased in volume. The 154 in- 
dustrial publications were up 
1,989 pages, or 11.1%. 

Trade publications were up 342 
pages, or 5.5% for the 52 publica- 
tions in the group. Among the 
class papers, the 28 reporting in- 
creased volume 209 pages, or 7.5% 
And the 17 export publications 
showed a 54-page gain, up 4.5% 
Seven product news publications 
chalked up a gain of 281 pages, or 
12.4%. 


e@ In the cumulative totals, in- 
dustrial papers were up 16,032 
pages or 10.7% over volume in the 
same period last year; product 
news publications were up 13.1%, 
or 2,454 pages; trade publications 
are off 2.9%, or 1,558 pages; class 
publications are up 936 pages, or 
4.2%; export publications were up 
0.4%, or 33 pages. 

In September, 1950, total pages 
for the publications were 30,400 
In the same month this year, pages 
totaled 33,275, up 2,875 pages, or 
9.5%. 

In the first nine months of 1950, 
pages totaled 254,480. This year, 


the figure was 272,377, up 17,897 
pages or 7%. 
Pages 
1951 1950 

Revista Aerea 

Latinoamericana 9 13 
Revista Rotaria 4 ! 
Spanish Oral Hygiene 

(4-5/16x7-3/16) 38 38 
Textiles Panamericanos 55 50 

Total 1.262 1.208 


*Includes a special issue 
*Includes classified advertising 
Estimated 


| “Four issues 


Five issues 
"Effective in September 
consist of two editions. 
a Central-Western edition 
7x10 units. sold as pages 
Does not include advertising in special Western 
section 


Hatchery & Feed will 
an Eastern edition, and 


L. Emery, eastern regional 
sales manager in New York for 
Simpson Logging Co. Seattle 


manufacturer of insulating board 
and acoustical products, has been 
appointed general sales manager 
in Seattle, and J. A. Werle has 
been appointed sales manager for 
the company’s northwestern office 
in Seattle 


Berlin Appoints Goerl 
The tourist office of the city of 


Berlin has appointed Stephen 
Goer! Associates, New York, to 
handle travel promotion in the 


S. Ads will run in conjunction 
with the German Tourist Informa- 
tion offices in New York, Chicago 
and San Francisco, whose account 
also is handled by Goer! 


ABC Signs Winchell for Life 


Walter Winchell, who has been 
considering a switch to CBS or 
NBC, has signéd a lifetime con- 
tract with American Broadcasting 
Co. Hudnut Sales Co., New York, 
will continue to sponsor his Sun- 
day night broadcasts. Kenyon & 
Eckhardt, New York, handles the 
account 


McNally Names H. R. White 


H. R. (Dick) White, formerly 
account executive with Watts- 
Payne, Tulsa, Okla. has been 


named advertising manager of Mc- 
Nally Pittsburg Mfg. Corp.. Pitts- 
burg, Kan., producer of coal wash- 
ers and preparation machinery. 


Oct. 13-16. Mail Advertising Se vice 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat 
ler, Boston 

Oct. 15-16. Inland Daily Press Assn 
67th ammnual meeting Congress Hotel 
Chicago 

Oct. 16-19. Affiliated Advertising Ager 
cies Network, annual meeting, Sherator 
Hotel, St. Louis 

Oct 17-19 Direct Mail Advertising 
Assn., Sth annual conference Hote! 
Schroeder, Milwaukee 

Oct. 18-20. Pacific Council, Americar 
Assn. of Advertising Agencies, Coronado 
Cal 

Oct. 19-20. Fifth District, Advertising 
Federation of America, Fort Hayes Hote! 
Columbus, O 

Oct 21-24 Screen Process Printing 
Assn... third annual convention, Bellevue 
Stratford Hotel, Philadelphia 

Oct 22-23 Agricultural Publishers 
Ass! annual meeting, Chicago 

Oct. 24-25. Ohio Assn. of Broadcasters 
fall meeting, Hotel Carter, Cleveland 

Oct. 24-27. Printing Industry of Amer 
ica annual convention Hotel Statler 
Bostor 

Oct. 25-26. Audit Bureau of Circula 
tions, annual meeting Congress Hotel 
Chicago 

Oct. 25-27. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 25-26. Central Council, American 
Ass! of Advertising Agencies, Chicago 

Oct 27-28 Intercity Conference of 
Women's Advertising Clubs, AFA, Tole 
do, O 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 

Oct. 30-31. New York, New England 
and Atlantic Councils, American Assn 
of Advertising Agencies, Roosevelt Hote! 
New York 

Nov. 12-13. First District, Advertising 
Federation of America, Boston 

Nov. 12-15. Financial Public Relations 
Assn annual convention Holly wood 
Beach Hotel, Hollywood, Fla 

Nov. 13. Michigan Council, Americar 
Assn. of Advertising Agencies, Detroit 

Nov. 18-19. National Business Publica 
tions, annual meeting, Drake Hotel, Chi 
caro 

Nov 18-20. National Newspaper Pro 
motion Asst central region meeting 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit 
annual meeting, Drake Hotel, Chicago 

Dec. 27-29. American Marketing Assr 
winter conference, Hotel Kenmore, Bos 
ton 

Jan. 19-20, 1952. National Advertising 
Agency Network, western regional meet- 
ing, Nicollet Hotel, Minneapolis 

Jan. 20-23, 1952. Newspaper Advertis 
ing Executives Assr Edgewater Beach 
Hotel, Chicago 

Jan. 24-26, 1952. Advertising Assn. of 
the West. midwinter conference Oak 
land, Cal 
Art Directors Issue Book 

The Art Directors Club of At- 
lanta has issued its first “Annual 
of Advertising Art,” containing 
reproductions of the work of 50 


Atlanta artists from the First An- 
nual Exhibition of Advertising 
Art, shown in the Atlanta public 
library March 19 to 26, and list- 
ing the club membership. The book 
is being distributed to graphic art 
buyers in the Southeast 


Huron Ordinance Deteated 

A prohibitory ordinance passed 
by the Huron, S. D., City Com- 
mission last August, which would 
have required door-to-door so- 
licitors to pay $10 for investiga- 
tion of their license application, 
$300 a year for a license, plus 2% 
of gross sales, has been defeated 
in a popular referendum 


Beech-Nut Begins Campaign 

Beech-Nut Packing Co., Cana- 
joharie, N. Y., has begun four- 
color square end cards in the New 
York Subway system pushing its 
gum products as part of its final 
quarter, 1951, campaign. Color 
pages identical with the cards will 
run in the Oct. 29 Life, and trade 
publication advertising will be 
continued. Kenyon & Eckhardt is 
the agency. 


Mau to Arthur-Sampson 
Margaret Mau, formerly mer- 
chandising director for WBNS-TV, 
Columbus, has been appointed to 
handle promotion, publicity and 
merchandising for Arthur-Samp- 
son Enterprises, producers of “No 
School Today” and “Big Jon and 
Sparkie,” ABC network shows. 
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wast 
OF STUART 


BOTTLE BEAUTIFUL—Increased uniformity in bottle, label and closure design (top 
row) to establish strong family relationship between its line of cosmetics and toilet- 
ries has been adopted by C. H. Stuart & Co., Nework, N. Y. 


Portland Hotpoint Dealers Use Leftover 
$6,000 tor Contest to Stimulate Sales 


PORTLAND, OreE., Oct. 10—Faced was set up and a salesman talked 
with profitably utilizing a $6,000 for exactly three minutes, at the 


residue of their annual advertising 
budget, the 21 Hotpoint dealers in 
the Portland metropolitan § area 
have come up with their biggest 
sales stimulation campaign to date 
Working in conjunction with the 
Portland Journal, they've initiated 
a double-barreled contest, de- 
signed to increase traffic and sales 
in the stores and to provide pro- 
spective customer lists 
Announcement of the contest, 
which required the completion of 
the sentence, “I want a Hotpoint 
automatic dishwasher because”— 
in 50 additional words or less—was 
made in a two-page ad in the 
Journal; six additional ads in the 
paper listed the dealers’ names and 
addresses and plugged the event 


@ Official entry blanks were made 
available at the stores. Upon call- 
ing for the blanks, the contest en- 
trant would be asked if she were 
interested in learning a little more 
about the dishwasher to help her 
complete the sentence. If she 
agreed, a three-minute egg-timer 


end of which time she was given 
the egg-timer and a free ticket to 
a merchandise giveaway scheduled 
at the end of the contest. 

The contest, which ends Oct. 15, 
will award more than $3,000 worth 
of Hotpoint appliances as prizes 
for successful sentence completers 
and for the giveaway drawing 
Estimates are that more than 5,000 
tickets will have been distributed 
during personal calls to dealers’ 
stores. 


Packaging Directory Out 

The Packaging Machinery 
Manufacturers Institute has an- 
nounced publication of a new di- 
rectory of makers of all types of 
packaging machinery. The direc- 
tory may be obtained for $10 by 
writing the institute at 342 Madi- 
son Ave., New York 17. 


Home Federal Names Owens 

Home Federal Savings & Loan 
Assn.. Kansas City, Kan., has 
named Merritt Owens Advertis- 
ing Agency, Kansas City, Kan., to 
handle its advertising. 
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THE MERCURY MESSENGER 


| «(DESIGNED 
ESPECIALLY FOR 


THE MOST 
DIFFERENT 
HOUSE ORGAN 

IN ALL THE 

GRAPHIC 
ARTS... 


\ @ ADVERTISING MEN 
\ @ LAYOUT ARTISTS 


\ @COPY WRITERS 


If you're not on 
our mailing list 


phone ANdover 3-3850 


FOUNDRY TYPE * MONOTYPE 
LINOTYPE * LUDLOW * MAKEUP 
REPRODUCTION PROOFS 


DAY AND NIGHT SERVICE 


for your copy 
today! 


MERCURY tyPesettinG co. 


Chicago's Most Complete Typesetting Service 


120 N. JEFFERSON ST. 


CHICAGO 6, ILL. 


_ANdover 3-3850 
OUT OF TOWN INQUIRIES INVITED 


- - Prices " 
seers SS ty Go Up Before nn 


CAR DEALERS 7 
The cor decler is now the No. 1 / MANUFACTURERS 


service outlet. He employs more The tremendous volume of pur- 


pt The a of 6.4 4 chases and sales of the original 
po Coney © Ore mas ee 4 equipment market is larger than 


as many as any other service Th iti-billic . : z 
establishment. He does 57% of ove. “he aathSiten Cofler we & 


i 7 ses. 51% of of ume of the manufacturers of cars, 
all major repairs, fo 0 fs ad- 4 trucks, buses and the suppliers of 
justments and tune-ups, 21% of parts, accessories, and equipment 

all lubrication——and it's increasing. / nee ends Gite Aimatens tin, ¥ 


4 industry. vr 


es THERE'S ONLY ONE WEEKLY NEWSPAPER 

ON WHICH THE DECISION MEN Ses 
OF THESE TWO MARKETS DEPEND FOR 

a THE NEWS OF THE INDUSTRY. “. 


Now, more than ever, they make their buying 
decisions from the pages of AUTOMOTIVE NEWS, 
for which they pay $8 a year. The renewal 

rate for subscriptions is 86.6%. Both 

figures are tops for the industry. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. | INDUSTRY 


PENOBSCOT BUILDING ° DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edword Kruspok, Advertising Manager, 5! E. 42nd St.. Murray Hill 7-087) 
Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave. Stete 2-6273 
les Angeles. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2646 Penobscot Bidg.. Woodward 3-0495 
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veloped as many as_J 5,358 pieces of mail, according 


to the agencygfLasker-Riseman, Boston.) 


peared in fashion magazine ads. 

To the Editor: Friend of mine 
stayed up all night waiting for the 
gal to turn her head 


= 
7 72 Advertising Age, October 15, 1951 
That is true, but the inference in’ brokers. Quite obviously, the food 
the comment is that we discon- broker is another important trade 
tinued the plan in Columbus be- factor to be considered in the over- 
cause it was a failure. That is not ali problem of marketing. 
the case. The paramount question, it 
This department is a reader's oon Letters are welcome. We have been operating differ- seems to us, would be just on what 
ent plans of this kind in some five grounds can the agency function 
The ‘MUST’ Got Him country, or should I say the po- analyzing ads from an advertising areas. The largest was at Colum- most intelligently with the broker. 
To the Editor: I have been read- litical feelings of certain men man’s viewpoint and discontinue pys, O. We had been hopeful that In this regard, Mr. Ramsey’s ar- 
: ing AbVERTISING Ace for quite a I rather doubt that the many the political slant as the Corner , plan we had originally developed ticle is indeed constructive, posi- 
fe ears now, especially “The People who visited England this| once did in the past in Reading, Pa., would be success- tive, and extremely well-deline- 
Creative Man's Corner.” Up to Year, many of my friends among Harry J. SMEDLEY JR., ful when applied in considerably ated. One has the feeling that he 
now I have been pretty well in ac- them, did so because they felt as Chicago greater volume in other locations. has a complete understanding of 
: cord with what they have had to /f they had to. Perhaps just a few Mr. Smedley is unduly alarmed. we did not have the matter suf- the concept of distribution and 
3 iv. Howev the Corner really Might have gone over to see the The criticism of the British travel ficiently perfected, however, and _ selling, and backed up this under- 
i vent off in the Sept. 24 issuc ’ Festival of Britain, which I under- ad was based on the imperative in are continuing our experimental standing with action for the good 
% I was under the impression that Stand is very gay and colorful. I the copy, not on “politics.” CM is, work in other areas along some- of his clients and our industry. I 
‘ the ner dealt with lavout and Certainly see no reason why it and will continue to be, a copy| what different lines which we now don't see how anybody can afford 
design and copy, for the most part, Shouldn't be advertised. Many ad- column, not a commentary on the | believe offers promise. to overlook any single factor, from 
not the political feelings of a Vertisers refer to things as a political or international scene. There has been no retreat in our! the source of manufacture to the 
“must”; why on earth = you e e . effort to find practical ways to se-| ultimate consumer, in selling. 
pick on England unless for cer- rae ace cure better delivery of subscrip- We only hope that all of us in 
FEMININE | tain personal reasons? I rather Fuller Clarities Curtis tion copies at lower cost than we this business can grasp with clear- 
' h ike a ma Pro- | doubt that the advertiser said what | Delivery Experiments can secure from the Post Office er understanding the various com- 
ginator, competent he did in a supreme effort to defy To the Editor: I noticed the com-| pepartment. This move is just a ponent parts of a marketing prob- 
t N. ¥ ency expe | our government or start another ment on the first page of ADVER- part of the progress. lem, work accordingly with these 
? , ma 5 aa || Sore ; TISING AGE of Sept. 17 that we had Water D. FULLER, elements, and thus arrive at a 
3 Pa aoe laos % “a yee It would be appreciated by me abandoned our experimental activ-| Chairman, The Curtis Pub- wholesome “wholeness” and suc- 
East 47th St. New York 17, NY. | @S8 Well as many other creative men ity in delivering subscription copies) jshing Co., Philadelphia cess in marketing 
: | if the Corner would go back to of our magazines in Columbus, O 6 6 © We always enjoy ADVERTISING 
: Se . AGE immensely. Keep up the good 
Showing an Attitude? work on this splendid Salinte sec- 
| To the Editor: How do you like tion 
the enclosed ad, taken from this Epwarkp Branop, 
| past Sunday’s New York Times! Brand & Brand, Publishers’ 
“Love That Red” is such a won- Representative, Los Angeles 
derful color that the gal in the . - > 
How Carefully Is Copy Read, 
Frustrated Adman Asks 
- ae To the Editor: I was naturally 
K hs bar ZB pleased when you saw fit in your 
— = ‘ July 30 issue to review our “We're 
at Proud of Our Mary” ad which told 
- NEW NAIL FNAME] | the story of Seamless quality. At 
fF least, you read the ad slowly 
3 . I have just seen a synopsis of 
: a w this ad published by a business pa- 
“oe per which reads 
a “Pointing out that out of 50,- 
eh 000,000 units of goods shipped each 
a & year, about 117 pounds prove de- 
» ; , fective.” 
ae C.- This, perhaps should point up 
oa x ° to all who write these ads, and 
2 as ~ think they're good, just how care- 
= \ Yt + fully they are read because, as 
pt 1 sss % picture expresses her admiration you'll see from the attached copy 
" by thumbing her nose at it of the advertisement, “Over 50,- 
f . ty a gee ee yee 000,000 individual units shipped 
fg 4! 4 , y & ° with the world situation being) every year! And at the returned 
a ¥ ret Put your program on WBZ-TV.. New England’s first what it is, with Russia and her Red| sesds end, 117 pounds of Biers 
. ; ’ ° s °° ° ° satellites stirring up the free peo-' O'Connell. She handles the works 
a ‘ p 1 and mightiest television station! Mail-counts on ples, she must express her atti-|— and has almost nothing to do’” 
, y . tude toward a “true red.” Of anything that might t c- 
a ? » WBZ-TV shows keep going up, up, up. A single NorMaNn L. SIrMPson, albig a Beant vate ath thea 
ee ‘ e Richards Advertising Co., Miss Mary O'Connell is not, be- 
“eg Sunday program for Community Opticians has de- Syracuse, N. Y. lieve me. We wish we had another 
y Same model—same pose—ap-! thousand like her 


Now, after being so proud of this 
advertisement, I'll hang my head 
and wonder how I can get com- 
plete readership even from the 
magazines in which it is inserted. 


“ TERRIFIC POTENTIAL FOR DRUG SALES a ee, Epwin P. Dawson, 
Chicago Advertising Manager, The 
The Boston metropolitan market represents . 9° * —neoagy Rubber Co, New 
f Agrees on Importance of aven, Conn 
¥ o . +. 


a terrific sales potential for drugs, foods, apparel, hard- 


ware and practically every other type of merchandise. 


Agency-Broker Relations 
To the Editor: Lon W 
sey’s article in your feature sec- 


tam- 


Urges Over-All PR 
Program for Magazines 


tion of Sept. 24, “How Food Brok- To the Editor: I go along with 

{ \ WBZ-TV can help you get more than your share. Avail- ers Can Help in Merchandising! your editorial of Oct. 1 pointing 

; } Vy ee certainly deserves | =e the 9g ofa a so = 
N shee — igh praise. j}iations job on advertising as far 

/ b)} abilities are limited, but the man from WBZ-TV or We can hardly see how there is| as the general public is concerned 

‘ y _ any room for debate in the matter Not only is this necessary and 
. ' NBC Spot Sales may have exactly what you want! of an agency’s relation with food’ important as far as the reader and 


BOSTON 


CHANNEL 4 
Represented by 


WBZ-TV = 


by 
. 


DRUG & COSMETIC 


INDUSTRY 


Covers an industry where a brilliant record 
W | t ° y ‘ R by SL ti { J, ac in developing new products through research 


Seruing 25 million 


has brought an increasing alertness and need 


for new materials, packages and equipment 


KDKA * WOWO - KEX KYW > WBZ + WBZA + WBZ-TV | OO Se 


Sales Representatives for the radio stations, Free & Peters 
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listener is concerned. It is neces- 
sary for the advertiser to know the 
same facts as well—facts regard- 
ing media as a whole. 

Quite some time ago, I wrote a 
letter to another trade publication 
in which I pointed out the neces- 
sity of a public relations job for 
the magazine field. I stated that 
while the larger magazines were 
doing an advertising job for them- 
selves, forgetting that a chain was 
as strong as its weakest link, the 
magazine field was losing out to 
other media because an over-all 
job, public relations-wise, was not 
being done. 

Some time after the above letter 


was written, I believe that the 
magazine publishers’ group did 
have the subject on the agenda 


and discussed it with favor. How- 
ever, they did nothing to imple- 
ment it as far as I know. 

It certainly isn’t too late for 
the magazines to undertake a pub- 
lic relations job among adver- 
tisers. However, in line with your 
editorial, the messages to adver- 
tisers would be just as effective if 
given to the public as well. 

Sam J. PERRY, 

Sam J. Perry Associates, New 

York. 

o e . 
Canadian Series Wins Praise 

To the Editor: I am attaching 
a reprint of an advertisement 
which ran in the Aug. 29 edition 
of Saturday Night and the Aug. 28 


ATLAS 
fom STEELS am a 


edition of Time, Canadian, en- 
titled “To Peter Oerlich, New Ca- 
nadian.” 

This advertisement is fourth in 
a series that we have published 
this vear in which we are endeav- 


oring to present some of our 
thinking on the subject of free 
enterprise as applied to the Cana- 
dian picture. The first in the ser- 
ies, entitled “Canada’s Half Cen- 
tury,” so impressed William S. 
Honneus of Time magazine that he 
asked and received permission 
from us to reproduce it as a spe- 
cial mailing piece “to a few thou- 
sand key people on our (Time’s) 
list in the United States.” This was 
the first of many favorable com- 
ments we received as the series 
developed. We also attach a photo- 
stat of a letter on the subject ad- 
vertisement from the Canadian 
Minister of Citizenship and Immi- 
gration, Mr. W. E. Harris, express- 
ing the government’s approval of 
our efforts. 
James S. Romp, 

Advertising Supervisor, Atlas 

Steels Ltd., Welland, Can. 

a o 7. 
Wants Ads Organized 
by Types of Subject Matter 

To the Editor: It is my thesis 
that advertising could gain much 
in effectiveness, especially in busi- 
ness papers, if a systematic pat- 
tern of placing advertisements in 
magazines were developed and fol- 
lowed. 

The picture of the “reader” idly 
thumbing through pages of ads 
before reaching the meat of the 
editorial content is exceedingly 
simple-minded. The journals, if 
they are read at all, are read pur- 
posefully. It is unlikely that such 
an attitude conducive to idle 
paging through ads resembling 
window shopping practices. And 
yet the presentation of these ads 
is in accord with a window shop- 
ping tour built around some im- 
pulse buying theory. 

I've been thinking of buying a 
hydraulic press for our plant. If 
anyone thinks I shall go rummag- 
ing through the nearly one hun- 
dred copies of various magazines 
which could conceivably carry an 
advertisement of such equipment, 
he is plain crazy. Yet, I might 
page through these magazines if a 
Sears, Roebuck catalog expertly 
laid out the sequence of ad pages. 
Is there any reason why such 
thoughtfulness couldn't be exer- 
cised? Couldn't all copy of interest 
to a buyer of milling machines be 
placed in sequence? 

The ads I do see are those run- 
ning alongside the copy I read, 
window shopping by accident as 
I go along; the ads brought to my 
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more sales 


in the 5 billion dollar sportsmen’s market? 


Hunt where more prospects are with the new Hunting & Fish- 
ing Magazine, the largest circulation (rates based on 850,000 
ABC guarantee) of any magazine in the sportsmen’s market 
at the lowest cost per thousand. Editorial format aimed at the 
“new” sportsmen’s market, represented by an increase of 15 
million Hunting & Fishing licenses during the years 1945 to 


1950. Inquiries or sales guar- 
anteed at a lower cost than any 
other magazine in the field. 


GET THE FACTS TODAY! 
Hunting & Fishing 


© Chicago, till. 
New York, N. Y. 


‘attention by others invariably lie 


along the reading paths. Certain 
journals have a format which I 
think provides a maximum ex- 
posure to such accidents. But oth- 
ers have just so many pages of 
jungle to be skipped over 

There may be some justification 
for the customary lack of method 
in presenting ad copy to dealers 
and consumers, but I think that 
ads addressed to engineers and 
management men ought to be 
viewed as a special problem. 

Epw. WISNEWSKY, 
Gleason Corp., Milwaukee 


Vital editorial material 
of interest to all gas- 
heating men in all 
parts of the field. Deal- 


ers, Wholesalers, Gas 
Companies 

Write HEATING PUB- 
LISHERS  Inc.,17E. 37th 
St. « NEW YORK 16. 
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Thank you, Mr: Pearson . 


We recognize our obligation to both readers and 


advertisers for nothing s 


hort of excellence in color 


printing and reproduction. This is one of the many 
reasons why The Chronicle continues to be the 


NUMBER ONE paper 
ONE market 


in the South's NUMBER 
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GEORGE PEARSON 


Vice President 


WALTER THOMPSON CO 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS 
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‘Paper’ Seminar Held 

Cramer-Krasselt Co., Milwaukee 
recently conducted a five- 
for the employes of 
i-Edwards Paper Co., Port 

Wis., an account of the 
on how printers use the 
the company makes 


WFMY.-TV Estimates Sets 
WFMY-TV. Greensboro, N. C 
is estimated that there were 78,- 
463 set nm its coverage 
Oct. 1 
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Outdoor Sportsman 


PRODUCES RESULTS LIKE A RABBIT 
South's Number One Outdoor 
Mogarine 

A-5. Little Rock 


Dept Ark 


W. K. Kellogg, 
Cereal Company 
Founder, Dies 


BATTLE CREEK, MIcH., Oct. 9— 
Will Keith Kellogg, inventor of 
corn flakes and founder of the 
Kellogg Co., died here Saturday 
Mr. Kellogg, who had suffered a 
prolonged circulatory illness, was 
91 

Although blind since 1937 and 


nominally inactive in the company 
since he retired as board chairman 
in May, 1946, he had continued 
active interest in the Kellogg 
Foundation, which he founded in 
1930 and to which he gave most 
of his $50,000,000 fortune 

The seventh of 16 children, Mr. 
Kellogg worked for his father sell- 
ing when he 14. De- 
serting the broom business at 20, 
he went to work in the Battle 
Creek sanitarium founded by his 
older brother, Dr. John H. Kellogg. 
Here W. K. Kellogg worked for 
23 vears as business manager, ex- 
perimenting with cereal foods after 
working hours 


brooms was 


@ Inthe early 1890s, and at the re- 


quest of his brother, W. K. began 
experimenting on “something bet- 
ter than the shredded wheat made 
in Denver,” and he eventually de- 
veloped a wheat flake which the 
sanitarium began serving its pa- 
tients in 1896. Four later 
Kellogg’s original corn 
flakes were born 

At first, the flakes 
only to patients at the 
and mailed request 
patients. Realizing the commercial 
possibilities in his product, W. K 
decided to organize his own break- 


years 
toasted 


were served 
sanitarlum 


by to former 


fast food company, and at the age 
of 46, with $35,000 enlisted from 
his friends and business associates 


in St. Louis, he formed the Kellogg 


Toasted Corn Flake Co 
Battle Creek was already en- 
joying a breakfast food boom 


at one time it was reported about 
45 companies were either in opera- 
tion or getting ready to start pro- 
duction. Aware of his keen com- 
petition, Mr. Kellogg immediately 
set about promoting his new cereal 


@ During his first vear in opera- 
tion, it is said he spent one-third 
of the company’s entire working 
capital in advertising. Within two 
months after factory operation had 
begun at 35 cases a day, production 
had jumped to 2,000 cases daily, 
and Kellogg ads were offering a 


season’s cereal supply to women 


98% Coverage ot the tamilies on the Greater Miami 


market makes the 


reaches the bulk of this greater-than-ever buying power 


Circulation Doubled in ciesen record-breaking years! 


Now acao all-ome high of 239,575 Sunday and 208, 304 Daily 


No Levelling Off 


than 22,000 both Daly 


shove and as pust begun 


First in the Nation in Food Advertising tor 1950, 


with an amazing total of 4,887.87 


ES| Bigger-than-eve 


Better-than-eve 


Miami: Herald the one 


Circulation has increased more 
md Sunday 


to grow 


Greater Miami 


r Market for the Nation's Wares 


the Miami Herald 


r Coverage for the 


Nation's Advertisers 


medium that 


in the last two years 


+ lines 


JOHN 5S. KNIGHT, Publisher 


STORY BROOKS & FINLEY, Notiona! Reps 


See your SB&F man today for all the details 


Affilated Stations 


A. S. GRANT, Atlonto 
WQAM. WQAM-FM 


MIAMI-- An International Market 


Will K. Kellogg 


who induced their grocers to carry 
the corn tlakes 

Mr. Kellogg almost lost his busi- 
1907, only a year after it 
successfully launched, 
when, in July of that vear, the fac- 


ness in 


Was 


so 


tory burned to the ground. But 
with borrowed money, and re- 
newed vigor, it didn’t take long to 


get production under way again 


Advertising-wise, the Kellogg 
Co. was never a piker: in its first 
year in business, the company 


spent $90,000 on advertising in 26 


magazines, 227 newspapers and 
nine business papers. In 1907 this 
amount jumped to $295,000; by 


1908 it was $450,000; in 1909 it 
grew to $525,000, and in 1910, four 
later, $600,000 was invested 
in magazines, 12 newspapers, 
39 business papers and 31 farm 
papers 


years 
55 


@ Oldtimers in the grocery field 
will remember Mr. Kellogg’s 
“Square Deal” magazine, which 
was first published in 1911 and 


distributed to retail grocers carry- 
ing the Kellogg line. His 
deal” policy that no grocer 
overloaded with mer- 
chandise, but was to be kept sup- 
plied with fresh cereal at all times 
for a quick turnover. (At the same 


“square 
was 
be 


Was to 


time, other companies were using 
such free deals as offering the 
grocer who would buy four cases 
of merchandise one case free of 
charge.) 

In “Square Deal,” W. K. sug- 
gested counter display ideas, lay- 


outs for ads and discussed general 
grocery problems. Mr. Kellogg had 
successfully instituted, at one time 
or another, practically every kind 
of promotion 

In 1919, when he started manu- 
facturing Kellogg’s All-Bran, and 
featuring its laxative properties in 
ads, he claimed the new wax-sealed 


package had been found fool- 
proof when tested under water. It 
is said he was the first person t 
serve food in a plane, when he 
took some food editor ip tor a 
spin and served a luncheon built 


around his products 


Kellogg was a pioneer in 


Advertising Age, October 15, 1951 


the fight to make consumers brand 
conscious by selling his products in 
packages at a time when most gro- 
cers carried their merchandise in 
barrels. In 1913, his child picture 
contest caused considerable com- 
motion with $4,850 in cash prizes 
(He also was a pioneer in shorter 
working hours; in the early 1930s 
he instituted a six-hour working 
day for those employed in con- 
tinuous production processes. ) 


In August. 1916, Mr. Kellogg 
established a factory in Canada, 
and in 1924 two other branches 


were established: the Kellogg Co 
of Great Britain Ltd. was formed, 
and Kellogg’s corn flakes were first 
manufactured in Sydney, Austra- 
lia 

By this time there were 304 
salesmen selling five Kellogg prod- 
ucts, and there were 19 Kellogg 
branch offices in the U.S. In 1925, 
Kellogg's Pep added to the 
line, and in 1927, Rice Krispies 
bowed. In less than three vears, 
this product climbed to a top-sell- 
ing cereal, and even in the earlier 
ads, people were invited to lis- 
ten to Rice Krispies “snap, crackle, 
pop.” 


Was 


@ The company’s ad budget in- 
creased steadily through the years, 
both in radio and other media. In 
1948, expenditures in 
newspapers, magazines, magazine 
sections, farm papers and radio 
totaled $4,057,802; in 1949, the fig- 
ure went to $4,380,731, including 
television, and in 1950 Kellogg’s 
total billings reached $5,344,326, 
again including TV. All this from 
an initial ad in January, 1906, 
$150 

Kelloge’s billings today are 
shared by Leo Burnett Co., Ken- 
yon & Eckhardt, Klau-Van Pieter- 
som-Dunlop Associates and J. Wal- 
ter Thompson Co 

Burnett handles Kellogg's corn 
flakes, Rice Krispies, Corn Soya, 
Corn Pops and Gold Medal mac- 
aroni and spaghetti. K&E places 
advertising for All-Bran, Pep, rai- 
sin-bran flakes, the variety pack- 
40% bran flakes, shredded 
wheat, Krumbles and Gro-Pup dog 
food. JWT handles export adver- 
and Klau-Van Pietersom 
handles animal feeds 


combined 


o! 


age, 
tising 


Polangin Joins Mutchins 

Frederick N. Polangin, formerly 
v.p. in charge of the Los Angeles 
office of Buchanan & Co., has been 
named to work on all creative and 
merchandising phases of the Phil- 
co account for Hutchins Advertis- 
ing Co., Philadelphia 


Pratt & Lambert Appoints 


Pratt & Lambert Inc... Buffalo 
manufacturer of paints and var- 
nishes, has appointed Burton F 


Wilkinson assistant sales manager 
and Herbert R. Johnston manager 
of transportation sales 


ee. and You Can Cover 
Central New York with 
ONE Radio Station 


SURACUSE 


NBC Affiliate. WSYR-AM-FM-TV—the Only 
COMPLETE Broadcast Organization in Central New York } 


Headley-Reed, National Representatives 
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YIPPEE—These hardbitten wranglers are part of the contingent of Point of Purchase 
Advertising Institute members who attended Popai’s annual outing at Sleepy Hollow 


Country Club near 


New York. Top picture 


left to right: Julius Teich, Superior 


Displays, shoots it out with George M. Rowland, Gardner Displays, to the amuse 
ment of Morton Ullman, L. A. Goodman Mfg. Co., and H. M. Gerwitz, Melrose 
Distillers. Bottom picture, left te right: Walter J. Ashe, Consolidated Lithographing 
Corp.; Ralph Head, Batten, Barton, Durstine & Osborn; John Palmer, Palmer Asso- 


ciates; Ed K. Whitemore, 


Oberly & Newell 


and Popai president), and William 


Sawyer, johnson & Johnson 


WWRL Helps Sponsors in Negro Market _ 


Woopsipe, N. Y., Oct. 11—Sta- 
tion WWRL next week will start 
a special drive to help its adver- 
tisers merchandise their products 
in the Negro market 

The promotion involves a reci- 
procal agreement between the ra- 
dio station and its Negro entertain- 
ers and the 150 supermarkets and 
groceries affiliated with the As- 
sociated Grocers of Harlem 

Starting Oct. 15, of 
WWRL shows, programmed to be 
of special interest to colored listen- 
ers, will be assured of a weekly 
rotating display of their products 
in prominent locations in each of 
the 150 stores. They will be backed 
up by three colored gards featur- 
ing endorsements of the product 
by “Doc” Wheeler, “Doctor Jive” 
(Tommy Smalls), David Lawson 
and Joco Maxwell 

First four products to be rotated 
are Piel’s beer, Carolina rice, 
Quaker corn meal and Aunt Jemi- 
ma self-rising flour. The programs, 


sponsors 


meanwhile, will plug the grocery 
displays 


@ As a part of the promotion, the 
station mails postcards to grocers 
throughout the metropolitan New 
York area asking them to recom- 
mend the products advertised on 
WWRL’s Negro programs. Contes- 
tants who participate in record 
quiz contests held by the disc joc- 
asked to the 
sponsor's product 

The station further supports its 
Negro-angled programs with trail- 
ers in 24 theaters in colored neigh- 
borhoods, three ads weekly in the 
New York Journal-American, 
play ads in Negro newspapers, 20,- 
000 laundry circulars weekly and 
5,000 posters. 

WWRL devotes 
35 hours weekly 
its total broadcast schedule—to 
shows planned to attract Negro 
audiences 


keys are also name 


dis- 


approximately 
or one-third of 


REPRODUCTIONS 


FRONMI 


KODACTIIROMNII 


LIKE LIFE 
ITSELF * 


x 
4 


Exclusive techniques 
retain the matural charm 
and realism of this 
difficult medium 
Practically limitless 
alterations of subject 
matter are possible 
without touching 

the transparency 


) 7a 
C MYVUUCL Ss + bur. 
Beautitul Color Work e Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 


Telephone STate 2-5367 


Crosley Elects 3 Execs 

Crosley Broadcasting Corp., Cin- 
cinnati, has appointed John T 
Murphy, formerly an executive in 
the NBC stations relations depart- 
ment, v.p. in charge of sales for 
the controller, and Harry Mason 
Smith, v.p. in charge of sales for 
the corporation-owned WLW, Cin- 
cinnati, v.p. in charge of Crosley 
Broadcasting Corp. sales 


Ford Boosts Dunn. Heath 
Ford Motor Co., 

Mich., has promoted 

Dunn from community 


Dearborn, 
Robert O 
relations 


manager to field manager, and manager 
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¢The New MORNING DEMOCRAT 


* The Evening DAILY TIMES . 


Mott B 


of 
company's industrial arts awards 


Heath, director the 
program, to community relations 
manager. Dewey F. Barich, for- 
merly professor of industrial arts 
education at Kent State University, 
Kent, O., has been named director 
of the industrial arts awards pro- 
gram 


Gil Molitor Joins Euclid 

G. R. (Gil) Molitor, formerly 
manager of the catalog depariment 
of the Cleveland Graphite Bronze 
replacement sales division, has 
joined Euclid Road Machinery Co., 
Cleveland, as assistant advertising 


The Sunday DEMOCRAT & TIMES 


Only this Combination provides home-delivered circulation throughout the Quad-Cities 
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Population (including trading 


----$205,509,000 


orea)....475,604 


EMPLOYMENT UP 17% OVER 1950! 


om COMPLETE 


Per Capita Buying Income.................. $1,707.00 
Per Family Buying Income.................. $5,495.00 


\y Specialists on 
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SERVICE BINDERY CO. 


INC 
2241 S. WABASH AVENUE 
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THE SUNDAY DEMOCRAT and TIMES 
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No. 4125. Washington as Seen from 


the Business Standpoint 


“Interpreting Washington” is a 


new booklet offered by McGraw- 
Hill Publishing Co., describing the 
setup and activities of its Wash- 
ington news bureau. The complete 
coverage of everything from the 
White House to the most obscure | 


iepartment is fully documented 

No. 4129. Educational Course for 

Production Managers 

S. D. Warren Co., paper manu- 
facturer, offers a nine-book ed- 
ucational program, “How to Plan 
Printing to Promote Business.” The 
is handled on an enroll- 
individual books in 
the course being mailed at two- 
week intervals. This program was 
originally developed for the bene- 
fit of younger men just entering 
or returning to advertising after 
the war, but has proved so popular 
that it being continued indef- 
initely. More than 40,000 men have 
already taken the course 


program 
ment 


basis, 


Is 


No. 4130 
phy 


American Type Founders of- 
fers a continuing series of instruc- 


Instruction in Typogra- 


tive folders showing individual 
type families, complete, with typi- 
cal layouts showing their best use 
The folders are mailed at inter- 
“vals 
No. 4131. Selling to the Food In- 
dustries 
Food Industries, recently re- 


named Food Engineering to more 
accurately fit the editorial concept, 
offers an extremely detailed new 
Market and Media File in which 
illustrations, maps, charts and sta- 
tistical tables make for easy read- 
ing and quick comprehension. 


Note: Inquiries for the items listed above will not be serviced beyond Nov. 26. 


' 
! Readers Service Dept., ADVERTISING AGE 
; 200 E. Illinois St., Chicago 11, Ml. 


Please send me the following (insert number of each item wanted 


—please print or type) 


NAME 


COMPANY . 
ADDRESS 


No. 4132. Doing Business in New 

York State 

The New York State Depart- 
ment of Commerce offers a group 
of brochures entitled “New York 
State Business Facts.” The bro- 
chures give detailed economic data 
for Rochester, Elmira, the North- 
ern Area, the Southwest Gateway, 
Binghamton, Syracuse, Nassau- 
Suffolk, Niagara Frontier, and 
Mid-Hudson Area 


No. 4133. Building and Moderniza- 

tion of Department Stores 

Department Store Economist 
presents a new study, “A Survey 
of Building and Modernization 
Plans in the Department Store 
Market,” covering such considera- 
tions as suburban branches, eleva- 
moving stairways, air condi-| 
tioning, lighting, store fronts, etc. 
Significantly, “The biggest stores 
aren't built; they grow.” 


tors, 


No. 4135. Christmas Incentive Plan 

for Salesmen 

Belnap & Thompson Inc., Chi- 
cago, offers a portfolio outlining | 
its new Christmas merchandise 
award program for salesmen. Con- | 
sisting of ten self-mailers and a 
prize book, the program is com- 
pletely organized and ready for 
use by any company, regardless of 
size. Winners may select their} 
prizes from among over 1,600 na- 
tional brand name items. 


No. 4136. Warm Air Furnace Mar-| 
ket. 

A new “Study of the Oil-Fired 
Warm Air Furnace Market” is of- | 
fered by Fuel Oil & Oil Heat. It} 
contains state breakdowns; 15- 
vear price trends; sales figures; 
charts; pictures, and an analysis 
of sales opportunities in the field. 


the SWING i's to 


MAXWELL 
BOARDWALK 
DISPLAYS 


OBSCURE SPECIALIST 


GETS JOB OFFERS 
This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
profitable to you: A man with certain 
highly specialized qualifications of lim- 
ited applicability wanted to get intu 
the agency business. He was earning 
$7,000 in another ~ oy As the result 
of a $20 ad here in th classified col- 
umns of ‘ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at eee 000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe 


will suggest something to you— 
who knows? 


THE ADVER NG MARKET PLACE 


Rates 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


Per line. Add two lines for box number. 


Deadline Wednesday noon 12 days 


Preceding publication date. Display classified takes card rate of $12.00 per 
size and frequency, apply on display. 


column inch. Regular card discounts, 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE W AMS—REPLACEMENTS 
209 S. State St Ha 7-2063 Chicago 


PARTNERSHIP INTEREST 

Very profitable leading trade journal 
wants active managing partner, 28 to 45, 
with ad production and executive expe- 
rience, capable helping add other journals 
and building bigger business away from 
old publishing centers. Your chance to 
have to 25% share in all publications, 
proportionate with initial payment for 
share in current property at 80° of app- 
raised value. Explain net worth, showing 
ability to raise $10,000 cash requirement 


within one year. (Balance easy terms.) 
Include photo. Sell self first letter, list- 
ing all positions, dates, duties, salaries 
for past 10 years 

Box 4062, ADVERTISING AGE 

11 E. 42nd St., New York 17, N. Y 
| ARTIST WITH A FUTURE 
If you are particularly skilled in layout 
| design, and if your broad experience is 
heavy in industrial accounts, and if your 


integrity is above any question, and if 


responsibility and authority are a chal- 
lenge rather than a burden, and if your 
plans include a brilliant future, and if 


you would like an income limited only by 
ability THEN the mid-west's most promis- 
ing studio, offering the very highest art 
standards and 17 years’ success, would like 
to talk to you about a position or even a 
membership in the firm 

Neil E. Altekruse & Associates, Suite 402-6, 
Midwestern United Life Building, 229 
West Berry Street, Fort Wayne 2, Indiana. 


WRITER-CONTACT MAN. An established 
trade magazine has an important position 
open to a man who writes clearly and 
well—probably has newspaper or agency 
experience—and who can also spend about 
10° of his time on sales contacts in the 
field. Excellent opportunity. Please send 
writing samples and References to Stamats 
Publishing Company, Cedar Rapids, lowa. 


WANTED MERC HANDISING MANAGER 
For large, successful Southern Brewery, 
whose product is highly advertised and a 
leading seller in their markets. Age 30- 
45. Brewery experience unnecessary. The 
man we want is now employed in mer- 
chandising and sales promotion in the 
food or kindred industry. Must locate in 


Louisville and be willing to do necessary 
traveling. A big opportunity for right 
man. Salary open. Send full details and 
photo if possible 
Box 4064, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


INDUSTRIAL SPACE SALESMAN 
for leading graphic arts magazine. Young 


man needed to assist in Chicago territory 


Opportunity for man who can sell to 
break into advertising’s big league. Sell 
yourself in letter, specifying salary 
wanted 


Box 4065, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il! 
—— ASST. Foods $75 
TG. ST. Small Agency $50 
EMPLOYER INQUIRIES WELCOMED 
SHAY AGENCY 
30 West Washington Chicago 2, Llinois 


DETROIT REPRESENTATIVE 


SAL 


For well known A.B.C. trade publica- 
tions on commission basis 
Box 4067, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


PERSONALIZED SERVICE 


Advertising-Promotion & Sales Managers- | 


Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-L 
Radio-TV-Production and Salesmen 

THE HONES COMPANY 
14 E. Jackson Bivd Chicago 4, IL. 


man who has some 
or journalistic 
training, but who really enjoys himself 
more when he is creating something in 
his home workshop’? We'd appreciate your 
telling us about him. Fact is, we have a 
top-notch job open for him on the fast 
est-growing national magazine in its field 
Chicago location 


DO YOU 
newspaper 


KNOW a 
experience 


Box 4063, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lll —_ 
SPACE SALESMAN mature aggressive, 
free to travel extensively, accustomed to 


earning $9,000 and upwards, to contact 
back officers and directors presenting our 
well advertised and favorably known 
bank advertising media. Liberal commis- 
sions plus car allowance. State educa- 
tion, age and past five years connections 
first letter. Business News Associates, 53 
Broadway, New York 6. 


Advertising Age, 


October 15, 1951 


OPPORTUNITY 
for that rare combination of an 
Editor who knows by experience 


popular reading tastes in the mass 
pocket edition field and also has a 
solid background of knowledge of 
books generally — plus a definite 
flair for selling and promotion. He 
should be able to select a book be 
couse he simultaneously its 
popular sales appeal and the read 


sees 


er's potential satisfaction with it. 
Write, giving personal details, ex 
perience, salary, and availability. 
Will pay well for the right man 
All replies held strictest con 
fidence. (Members of our present 
staff are aware of this opening.) 


mn 


Box 7983, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


POSITIONS WANTED 
BUSINESS BUILDER 
Aggressive, alert 4-A account executive 
wants participation with growing agency 
Knows food, beverage, heavy-goods fields 
thoroly. Success stories copy, sales | 
promotional ideas. Holds ints, | 
develops new; seasoned, capable. Send 
airmail summary request. Available now 
Box 4008, ADVERTISING AGE 
200 E. Illinois St., Chicago 11 Hil 
SPACE SALESMAN N.Y. & "East 20 years 
experience trade and consumer publica- 
tions. $10,000.000 man, now employed, of- 
fers his resultful services to 

> 


on 


old acco 


ing publisher on an ini 
basis until his produ 
cifically established 
Box 4036, ADVERTISING AGE, 
11 E. 42nd St York 17, N 
Assistant Account Executive or Assistant 
Advertising Manager, 6 yrs administrative 
and creative background with 4A agency 
& manufacturers in food, drug & office 
equip. fields plus 6 yrs selling to con- 
sumer-retailer, Lots of initiative-drive 
Box 4069, ADVERTISING AGE 
11 E. 42nd St., New York 17, N. ¥ 
ADVERTISING-SALES: Agency retail 
commercial, industrial experience. Artist 
philosopher, business man. Age 49. Chica- 
go only. $7506 
Box 4070, ADVERTISING AGE, 
200 E. Illinois St., Chic 11, Il 


ADVERTISING MAN AVAILABLE _ 


Exper. in Retail Store Operation and Na- 
tional Advertising. Write to 

Box 4071, ADVERTISING AGE, 

200 E lir St., Chicago 11, Il. 
COMMERCIAL WRITER - TV-RADIO— 
Agency-net-station exp. Now in TV (NYC) 

Box 4072, ADVERTISING AGE 

ll E. 47th St.. New York 17, N. ¥ 

REPRESENTATIVES WANTED 

FINE OPPORTUNITY 
For established publisher's representative 


exclusive on the west coast) SAN FRAN- 
CISCO & LOS ANGELES to sell space in 
well known Buyer's Guide for important 
state in the middie east area. Leads fur- 
nished. Excellent commission. Please give 
full details 

Box 4049, ADVERTISING 

200 E. Ulinois St., Chicago 11, Ill 
PUBLISHER S REPRESENTATIVE, live 
N. Y.-Philly area, for established western 
trade $100 
sion 


AGE 


publication 
State exper 
Box 4068, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


mo. plus commis- 


M 
SPECL PROMOTI 
AND PUBLIC 
programs thoroughly 
established. Now scheduling 4 -12 week 
domestic and foreign assignments. Ben 
ton Business Bureau, Morristown, N. J 


BUSINESS OPPORTUNITIES WANTED 


LLANEOUS 


PUBLIC 
REL: ATIONS 
organized, firmly 


ayout-| Will buy established business publishing 


type, doing vol- 
up. Stone Asso- 
Chicago 


serge cet 2 services, any 
ume business of $30,000 
ciates, 2214 Highland, 


TOP NOTCH RADIO WRITER 
Growing 4-A agency in southwest looking 
for seasoned continuity writer 
turn out a volume of good sparkling copy. 


Radio production and TV experience de-| By leading monthly business paper for | 


sirable but not essential. Fine opportunity 
for right man or woman to head up copy 
department. Age requirements: Over 25, 
Under 45. Give full details of background 
and salary requirements. Lowe Runkle 
Company, 529 Liberty Bank Bidg., Okla 
homa City, Okla 


| Middle Western territory. Salary or | 
commission. Tell us all about yourself. 
Box 7984, Advertising Age, 


200 E. Illinois St., Chicago 11, Ill 


in famous... 


ATLANTIC CITY 


Millions See 
MAXWELL DISPLAYS 


| 
| 
| 
| 
} 


who can) SPACE REPRESENTATIVE WANTED | 


FOOD PRODUCTS 
COPY WRITER 


A medium size Chicago 4A Agency 
| needs a good copy writer with food 
product experience at once. Write 
| briefly giving background, salary 
requirements, etc. Our staff knows 
of this advertisement. Address Box 


is spe | 7982, Advertising Age, 200 E. Illi- 


nois St., Chicago 11, Ill. 


NEW YORK CITY 
| SALES REPRESENTATIVE 
WANTED 
| Leading Manufacturer of Nationally 
Advertised Sales Tools 
Vacancy Caused by Death. Late Rep- 


| 

i 
resentative Earned $10,000 Past Year 
and Earnings Were Increasing. Real | 
| 

| 

| 


Must Fill 


Opportunity in Exclusive Territory 
for Man Who Can Contact Sales 
Managers and Advertising Managers 
Intelligently and W: 
Earning Immediately 
Rapidly, and Be Home 
Sales Experience in 
Field, and Knowledge 
matics Helpful. Write 


ints to Start 
Build Income 
Every Night 
Advertising 
of Mathe- 
Fully Stating 


Age, Education, Experience, and 
Starting Income Expected 
Box 7978, Advertising Age } 
200 E. Illinois St., Chicago 11, Il 
JANTED — ART DIRECTOR for 
successful Midwest greeting card 


company, to head established art de- 
partment. Modern thinking and ideas, 
production know-how, administra- 
tive talent essential. Greeting card 
experience desirable but not essen- 
tial. Good salary, plus liberal bonus 
based on results. All correspondence 
considered and acknowledged 
promptly, with interview arranged 
for desirable candidate. A top- 
drawer opportunity. Write fully. 
Box 7979, Advertising Age. 


200 East Illinois St., Chicago 11, Il. 


PUBLISHERS SPACE 
REPRESENTATIVE WANTED 
leading magazine in its field with 
400,000 


ganization to sell 


circulation seeks able or- 
space in midwest 
Replies should state (1 


ritory covered 


states. Ter- 

2) Names of publi- 

cations presently represented and for 

how long. (3) Number of salesmen 
employed and for how long. 

Box 7981, 

200 E 


Advertising Age 
Ilinois St., Chicago 11, III 


DO YOU CONTACT 
Advertising and Sales Managers? 


An exceptional added profit opportunity is 
rompetent 1 calling upon 
saies promotion 
point -of-purchase 
widely acclaimed as 
1 pay for itself through 
increased product or service sales within 
a short time. We offer a 20% selling com- 
mission that can yield generous earnings 
i tion to add our product 
1e or offer it in addi- 
ce you are now selling 


Box 7980, Advertising Age 


200 E. Illinois St., Chicago 11, 0i 
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TV DEBUT—Everybody appeors to be happy as radio's “Queen for a Day” makes 
its TV debut on KECA-TV, Los Angeles. Seated, left to right: Jack Bailey, show emcee; 
Herbert A. Kent, president, P. Lorillard Co., sponsor; Donn B. Tatum, TV director, 
American Broadcasting Co.'s western division. Standing, left to right: Bob Lows, 
TV sales manager, ABC's western division; Nick Keeseley, radio-TV director, Lennen 


& Mitchell, New York; M. Yellen, ft 


t sales ger, P. Lorillard Co.; Ernest 


Felix, acting manager, 


ABC's western division 


‘Non-essential’ Category for Newspapers 
Attacked by Pennsylvania Publishers 


HARRISBURG, Pa., Oct. 9-—The re- 
moval of newspapers from an es- 
sential category by authorities in 
Washington was vehemently pro- 
tested here as not in the best in- 
terest of the country 

A resolution to that effect was 
passed here at the annual Pennsyl- 
vania Newspaper Publishers’ Assn 
meeting on Oct. 6 

However, association member- 
ship felt that the resolution was 
not strong enough. Consequently, 
the officers of the group were in- 
structed to apprise all other news- 
paper associations of the problem 
so that all could act concertedly 

Certain departments in the federal 
government, during this present period of 
rebuilding America’s national defense and 
restoring to a free world assurance of 
continued freedom, have removed from 
an essential category the printing and 
publishing of newspapers. These depart- 
ments of government, particularly the 
Department of Commerce and its National 
Production Authority, and the Depart- 
ment of Labor and its inter-agency com- 
mittee, have removed newspapers from 
their historical position of essentiality 
with respect to construction materials, 
supplies and manpower.” 


@ The 10¢ daily is a future cer- 
tainty, according to Eugene Simon, 
publisher of the Valley Daily News, 
Tarentum, Pa. In a survey con- 
ducted among a varied group of 
circulation managers, the consen- 
sus was that newspapers will be 
forced to go over the 5¢ line be- 
fore long, he added 

Another speaker, John T. Mc- 
Guire, circulation manager of 
Times Herald, Norristown, Pa., 
warned that “the day of the short- 
rate mail subscriptions has passed.” 
He pointed out that a mail sub- 
scription to a good local daily is 
worth every bit of 52 times the 
weekly rate when purchased by 
the year. 

Speaking on one of the many 
aspects of national advertising cov- 
ered during the series of meetings, 
Edgar S. Bayol, press counsel, Co- 
ca-Cola Co., said “the trademark 
is the basis of the advertising sys- 
tem in this country.” He said two 
destructive forces exist today that 
can do a great deal of damage to 
the trademark system: One is the 
anti-advertising ideas behind the 
“consumer and grade labeling 


Established publishers’ representa- 
tive in Chicago with years of suc- 
cessful advertising sales and man- 
agement experience, newspapers, 
consumer magazines, and business 
publications. Will become available 
for a sound capable publisher with 
established book or books in any 
good category; either as representa- 
tive or full time Western Manager. 


Box 7964, Advertising Age 
200 E. Illinois St., Chicago 11, Ml. 


movement” and the other is the} 
misuse of trademarks on the 
printed page that tends to cause 
them to become generic. 

William K. Ulerich, publisher of 
the Clearfield Progress, was named 
president of the association. 


Lanza Album to Get 
Chief Attention in 


New Victor Drive 


CAMDEN, N. J., Oct. 10—RCA 
Victor’s Christmas record cam- 
paign, built around a Mario Lanza 
holiday album, will be launched 
with full-page ads in the Novem- 
ber issues of Esquire and Fortune, 
marking one of the heaviest record 

| advertisements ever launched by 
the company 

The November ad will be fol- 
lowed with a full-color spread in 
the Dec. 10 issue of Life. Simul- 
taneously, cooperative newspaper 
ads will break throughout the 
country. RCA Victor also will pro- 
mote the special Christmas offer- 
ings on its nighttime NBC net- 
work shows, on “Kukla, Fran & 
Ollie” on the NBC television net- 
work, and via disc jockey promo- 
tions. 

A Christmas shopping ad will 
appear in newspapers in more than 
90 key markets the week of Dec. 
17, featuring the Lanza album and 
other recordings 

The company also will revive 
its “Here Come the Dance Bands” 
series of recordings with full-page, 
half-page and quarter-page space 
in every key market. 

J. Walter Thompson Co. is the 
RCA Victor agency. 


Hauser Gets TV Program 

Minute Maid Corp., New York, 
will sponsor the Wednesday seg- 
ment of Gayelord Hauser’s 15- 
minute twice weekly telecast, 
Starting Oct. 31 at 1 p.m., EST, 
over ABC. No advertiser has been 
signed yet for the Friday show. 
Ted Bates & Co. is the agency 


American Chicle Buys Show 

American Chicle Co., Long Is- 
land City, N. Y., will sponsor “The 
Top Guy” over ABC starting Oct. 
17 at 8:30 p. m., EST. Time for the 
crime busting series was bought 
through Dancer-Fitzgerald-Sam- 
ple, New York 


McKee Named by NBC 


Robert McKee, formerly sales 
manager of network radio sales 
for ABC's central division, has 
joined the Chicago radio network 
sales office of National Broadcast- 
. ing Co. 


Five Accounts Added 
by Roberts & Reimers 

Roberts & Reimers, New York, 
has anounced five new clients: 
Phillips Card Co., Newton, Mass., 
greeting cards (formerly with the 
Phil Gordon Agency, Chicago); 
Mutual Benefit Health & Accident 
Assn., Albany, N. Y., and Phila- 
delphia (no previous agency). 

Also, Fragrantaire Co., Cincin- 
nati, room perfumes (formerly 
with Savage & Talley, Cincinnati; 
Askef Co., Stamford, Conn., medi- 
cinals (with Roberts & Reimers 
once before), and J. Lynch Co., 
New York, optical goods (no previ- 
ous agency). 


GE Promotes Three 

General Electric Co., Schenec- 
tady, has promoted Sam Littlejohn, 
manager of the company's appara- 
tus organization's Atlantic district 
office in Philadelphia, to commer- 
cial v.p. J. J. Clark, home laun- 
dry sales representative in Phila- 
delphia, and L. W. Harvath, local 
manager of appliance sales in 
Nashville, have been promoted to 
sales managers of the home laun- 
dry equipment department. 


Write for Cireuvlor AA-10 


advertiser 


mores im sequences 


lows and upen 
Fluorescent 


separate standard 8” 
posters, photo-gelatin prints, Black-Lite 
fluorescent posters, 
ment reproductions, ete. Each message 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston, Illinois 


ADmaster 
DISPLAY 


HOLDS INTEREST-SELLS 


ADmaster is designed to the needs of 
\ccommeodates from 6 te 1S 


x 10° photographs, 
magazine advertise- 


ADmaster action at 


tracts attention, holds interest, delivers 
sour product thhessage 
Compact and portable 
ov film: henee ideal for daylighted win- 
retail store counters. 
lighting 


clinches the sale! 
ne optical system 


assures brilliant, 


evenlighted messages. Fool-proof opera- 
tion, long life, low priced for volume use. 


80,558 
daily 
net paid 


For further facts, call— 


Ask for new market folder. 


A. H. Kuch, 
j 110 E. 42nd Street, 


tops national 
average 33%, says 
es Management! | 


Picking good markets is an important part of today’s wise news- 
paper list-making . . . and Flint is one of the country’s best. Sales 
Management's “quality of market” study gives Flint a “plus 33% 
as compared to national average. This same study also shows Flint’s 
average annual family income at $6,134 . . . up almost 50% as 
compared to national figure. 


Effective, economical selling at the local level is today’s greatest 
need . . . and the big, active Flint market and its Booth-published 
Flint Journal give you a real business getting combination! 


The John E. Lutz Co., 
435 N. Michigan Avenue 
New York 17, New York, pe Sy Ilinols, 

l Murray Hill 6-7232 Superior 7-4680 


Flint Journal 


one of 8 Booth Michigan 


newspapers 
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e. MOnroe 6-7080 


Because Jahn and Ollier 
believe that your printing 
plates should be made 
under conditions that meet 
and comply with exacting 
the QUAL- 
ITY CONTROL CERTIFI- 
CATION has been adopted 


for all process work (at no 


specitications, 


additional charge), based 
on a full compliance with 
your instructions and those 
issued by the AAAA, 
AMPA & PIA. Your plates 
are pre-inspected accord- 


ing to such standards and 


By STANLEY E. COME*, Washington Editor 


‘Indifference’ Embarrasses 
Supporters of Capehart Law 

WASHINGTON, Oct. 11—Congress 
is mystified by lack of mail about 
the Capehart amendment. Though 
the fight to modify “Capehart” 
has been amply publicized, sena- 
tors received almost no mail at all 
Trade associations defending 
“Capehart” also concede embar- 
rassing indifference among their 
members. 


ment remains uncertain The 
House banking and currency com- 
mittee will press for a version 
along the lines drawn by the 
Senate last week. With House 
members jumping the gun on ad- 
journment, no one can forecast re- 
sults if the “repealer’ comes to a 
vote 

Senate Democrats voted solidly 
last week for the new version, 
which is a far cry from the orig- 


This is particularly surprising inal “Capehart.” Where “Cape- 
since sponsors said “Capehart” hart” prevented the Office of 
was necessary to save thousands Price Stabilization from forcing 
of small manufacturers from a Manufacturers to absorb recent 


and sales 
the modified version merely 
says OPA must make “reasonable” 


life-or-death squeeze 
Outcome of the fight for modi- 
of the Capehart amend- 


increases in advertising 
costs, 
fication 


allowance for these costs. 
= + a 

The drug industry can rest more 
easily. As reported by the Senate 
labor and public welfare commit- 
tee, the Humphrey-Durham 
resembles the House version, and 
is sufficiently non-controversial to 
pass without debate. 

When the committee flirted with 
a provision authorizing Food and 
Drug Administration to list drugs 
which cannot be sold without pre- 
scription, manufacturers warned 
this gave government unprece- 
dented power over medicine, and 
might eventually wipe out many 
products now being widely adver- 
tised and sold. 

As reported, the bill retains the 
right of the manufacturer to de- 
termine when a drug is sufficient- 
ly safe for over-the-counter sale. 
Other sections permit druggists to 
refill certain prescriptions, and to 
take prescription orders by tele- 
phone 

6 * e 

But the drug industry will not 
be able to rest on its laurels. There 
are new clouds gathering on the 
House side. 

A special House committee in- 


bill” 
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for basic metals. Mobilization 
chief Charles Wilson has ordered 
premiums for antimony, tungsten, 
lead and zinc to attract new pro- 
duction. But price stabilizers con- 


tend Wilson is whistling in the 
wind. 
Stabilizers fear Wilson's next 


move will be to break the 27¢-a- 
pound line on copper 

“When he increases prices,” they 
say, “we don’t get more metal. We 
just pay more for the same 
amount.” 

e a o 

Enforcement officers of the Na- 
tional Production Authority have 
investigated trade paper ads of- 
fering large quantities of scarce 
metals. Officials say the ads are 
generally phony, generally placed 
by brokers who hope to obtain 
metal from other brokers when a 
contact is made 

It’s perfectly legal, but publish- 
ers are being asked to discourage 
the practice. “If these people really 
had the metal, it wouldn't be nec- 
essary to advertise it,” officials 
say. “All they do is upset the mar- 
kets, and create an impression that 
there are ‘insiders’ who have sur- 
pluses to unload.” 


vestigating the use of chemicals in 
food products thinks it has spotted 


so certified 


Meyercord Opens Contest 


new fields to conquer. Members 
plan to look into chemicals, com- Meyercord Co., Chicago, decal- 
pounds and synthetics going into comania manufacturer, has an- 


nounced a contest for the best let- 
e e ter on industrial uses of decalco- 


cosmetics. 


e " 
The Federal Communications ™@"!4, open to all commercial users 
na . 7 ale . ‘ rhe . "IGe 
; Comenietion tiabiy side-cenped of decalcomania, whether cus 
/ a“ > tomers of Meyercord or not. Prize 


a request that it punish CBS for 


. is a 10-day trip to Mexico. Judges 
marketing TV sets under the trade 


are G. D. Crain Jr., publisher of 


name “CBS Columbia.” In a let- Apvertistnc AGE, Industrial Mar- 
; ter to FCC, American Television keting and Hospital Management; 
Inc., Chicago, argues this is un- Emil G. Stanley, executive v. p. 


of Traffic Service Corp., Chicago, 
publisher of Traffic World and 
Transportation Supply News, and 
Russell L. Putman, publisher of 
Chemical Processing and Food 
Processing. Entry blanks are avail- 
able from Ralph E. Royer, ad- 
vertising manager, Meyercord Co., 
5323. W. Lake St., Chicago 44. 
Contest ends midnight, Jan. 15, 
1952 


fair competition because “CBS Co- 
lumbia™ gets free advertising ev- 
ery time the network is identified 
on the air. 

FCC Chairman Wayne Coy sug- 
gested that the firm take its prob- 
lem to the Federal Trade Commis- 
sion, or try private litigation. 

Successful litigation would have 
rather widespread implications, as 
for example to your local TV out- 
let, which identifies itself as 

WXX-TV, the Evening Bugle 
station.” By this theory, “the 
Bugle” is getting an unfair ad- 
vantage over its rival, “the Tran- 
script,” which concentrated on 
newspapering and left radio to 
bolder souls. 

~ e _ 

There's a top-side split in the 

administration over price boosts 


TV College Successful 

The two courses for university 
credit which Western Reserve Uni- 
versity started this fall on WEWS- 
TV. Cleveland, have met with an 
unexpected success, according to 
university officials. Enrollment in 
the courses reached 386, with 83 
of the enrollees taking the courses 
for credit at $16 per credit hour, 
and the remainder enrolled on a 
non-credit basis at $5 for books. 


Youll ene 4 0te., 
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JAHN «& AUDIENCE, 


~~ a ee 
cee 
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| than 90,000 
television 


OLLIER 
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COMPANY. 


817 W. WASHINGTON BLVD. 


There’s still a lot of “buy-power” in a 5-cent 
piece. Witness those LITH-O-WARE 
savings banks that take your product identity 
. package design . . . or trade name 
right into the home. They're metal, 
lithographed in full, natural color. They 
teach savings—lIst step to the thrift you 
want to associate with your product. 
Send photo or sample of your product. 
ell submit sketch, prices and other data. 
No obligation. 
*Depending upon volume and number of colors 


desired, Lith-O-W are Savings Bank cost around 
Se each. Minimum quantity, 25,000. 


CHICAGO 7, ILLINOIS 


It is toward the final test of 
real plate quality that every 


effort at Jahn and Ollier is 


always directed —the test 
of the printed result. That 
is why Jahn and Ollier can 
better serve you wherever 


i fine reproduction service *based on latest Mem- 
‘ phis distributors’ 


for letterpress or offset is figures 
™ needed—color process, National Representatives 


The Branham Company 


Owned and operated by 
The Commercial Appeal ~ 


" CHANNEL 4 e MEMPHIS 
; “made right to print right AFFILIATED WITH NBC 
7 Also affiliated with 
CBS, ABC and DUMONT 


zincs, halftones and offset 


reproductions. For plates 


@ithoWare 


PRODUCTS INCORPORATED 
2450 SOUTH ASHLAND AVENUE «© CHICAGO 8, ILLINOIS—MOnroe 6-1427 


call MOnroe 6-7080 
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Creditors Still Search for Pieces 
to Humpty-Dumpty Hadacol Puzzle 


New York, Oct. 11—The men 
trying to put the Hadacol financial 
puzzle (AA, Oct. 8) together were 
busy this week merely trying to 
locate all the pieces. 

And quite a job it will be, be- 
cause there are conceivably 60,000 
to 70,000 creditors, including mer- 
chandise companies (according to 
the New York Credit & Financial 
Management Assn.). 

Last week, Judge William Bondy 
of the U. S. district court approved 
a petition filed in bankruptcy by 
the New York credit group to re- 
organize the LeBlanc Corps. of 
Maryland and Louisiana, and ap- 
pointed Milton F. Rosenthal, pres- 
ident of Hugo Stinnes Industries 
Inc., as trustee to keep the business 
going and formulate a reorganiza- 
tion plan. 


e What is probably the prize un- 
derstatement of the week came 
from Mortimer J. Davis, executive 
v.p. of the credit group. “There 
seems to be some confusion as to 
the exact status of the Hadacol 
situation,” he said. 

“No plan for reorganization has 
yet been approved,” he continued. 
“In fact, no plan has even been 
submitted as yet, nor do the cred- 
itors expect a reorganization plan 
to be presented for quite some 
time.” 

Mr. Davis’ feeling is understand- 
able. None of the attorneys checked 
by AA—including debtor and cred- 
itor counsels—had a complete 
creditor list, nor did they know 
how long it would be before one 
was compiled. 

Earlier in the week, notices were 
published and letters mailed to 
several thousand creditors inform- 
ing them of a public hearing to be 
held Nov. 9 for anybody to object 
to the retention in office of Mr. 
Rosenthal as a trustee. (This is a 
statutory requirement under the 
Bankruptcy Act.) 


es It was understood that, for the 
present, the creditors’ list consists 
of two cardboard boxes containing 
“thousands” of file cards, which 
were air expressed to the debtor 
attorneys from Lafayette, La., 
home of Hadacol. 

The New York Credit Men’s Ad- 
justment Bureau, of which Mr. 
Davis is secretary and treasurer, 
has been appointed by a creditors’ 
committee to act as secretary for 
the committee. Representing more 
than $2,000,000 in claims against 
the patent medicine house, the 
committee is under the chairman- 
ship of Albert Hailparn of Einson- 
Freeman, New York lithographer. 

The other creditors represented 
on the committee are: Hoffman- 
LaRoche Inc., Owens-Illinois Glass 
Co., Majestic Advertising Co., J. T. 
Baker Chemical Co. (subsidiary of 
Vick Chemical), William Morris 
Agency, Semca Watch Co., and 
Katz Drug Co. Of this group, J. T. 
Baker will probably be the largest 
creditor. 


e Although Baker is on the Le- 
Blanc books with a $58,000 claim, 
Richard P. Prowell, assistant gen- 
eral counsel for Vick Chemical, 
told AA that a claim for $1,500,000 
will be filed “based on goods sold 
and delivered and damages for 
contracts breached.” 

Baker, which furnished some of 
the iron content in the vitamin 
preparation, will ask credit for 
“special facilities built and equip- 
ment purchased” to supply Hada- 
col specifically. 

Einson-Freeman, according to its 
attorneys, will file a $76,000 credit 


claim for displays. Michael Halper- | 


in, attorney for the William Morris 
Agency, told AA that the talent 
agency, in a representative capac- 
ity, will file for about $55,000 for 


the Hadacol Caravan services of 
Carmen Miranda, Milton Berle, 
Jimmy Durante and others. 


e-.Although L. H. Towner, owner 
of Majestic Advertising, told AA 
last week that his liabilities to 
media amount to about $100,000 
(presumably insured), there was 
persistent talk that the final figure 
would be about three times that 
amount. 

Owens-Illinois was understood 
to have a claim somewhere in the} 


neighborhood of $150,000. Semca 
Watch attorneys told AA they 
would file claim for $17,000, for 
watches. 

Whitney National Bank of New 
Orleans reportedly holds a note 
for $150,000 against LeBlanc. Also 
the company’s balance sheet re- 


portedly lists a note for $104,000) 


by the L&H Brokerage Co. of La- 
fayette, La. 

It is understood that the Katz 
Drug Co. has a substantial claim 
against Hadacol for cooperative 
advertising expenses. Here alone, 
in the field of co-op agreements 
entered into by LeBlanc and chain 
drug stores, there may be numer- 


Door-to-Door 
Ordinances Put 
NAMP on Mettle 


(Continued from Page 1) 
Mr. Allen reported, was a rash of 
inquiries—some 240 communities 
|contacted Alexandria, La., and 
jasked for copies of the ordinance 
'which had been upheld, within a 
| fortnight after the decision. 


‘. NAMP immediately began to 
| take steps to meet the new situa- 
| tion, and decided to hire a public 


SOMETHING NEW—Jonette Kelley of General Mills explains cooking process of 

company’s new Colorvision cake to Priscilla Winship, Cleveland Plain Dealer, and 

Ertto Haley, Western Newspaper Union. The cake was introduced at the Newspaper 
Food Editors’ Conference held in Chicago Oct. 9-13. (Story on Page 52.) 


Zenith’s McDonald Sets Off Bombshell 
in Hearing Aid Industry with Booklet 


(Continued from Page 1) 
aid. 


“There is a planned ‘cloak of| display rooms.” 


mystery’—purposely thrown 
around these instruments,” he 
charges. “It is made very difficult 


| 


ous claims that have not yet been | for the average purchaser to judge | 


filed. 


s The court-appointed trustee and 


officers of the corporation could} 
not be reached for comment re-| . : - 
| back in ten days if you can find 
| any instrument at any price that 


garding details of the immediate 
operations of the company. Nor 


would anyone comment on the AP | 
report that State Sen. LeBlanc, | 
now a candidate for gubernatorial | 
election and presumably still gen- | 
eral sales manager of LeBlanc, had | 


offered to buy back the company 
from the present owners. It was 
understood that such a procedure 


would be impossible now, “because | 


no one is sure just who owns the 
company.” 


Although the fog surrounding} 


the Hadacol debacle is almost as 
thick as ever, creditors express 
opinions that a constantly rising 


ratio of advertising, promotion and} 
distribution costs to sales, plus the! ® 


extension of the Hadacol Caravan | hearing aid to sell at $150 or $200 


and selling methods outside of the 


southern part of the country, where | 

at| better—or 
selling his nostrum, caused the fi-| ~ 
| hearing aids. 


the senator was most adept 


nancially disastrous second quar- 


ter, which AA reported last week. | 


Assorted Magazines 
Increase Ad Rates 


Cuicaco, Oct. 1O—A 5% increase 
in advertising rates for Photoplay, 
effective in April, has been 
matched by a new guarantee of 
1,250,000—an increase of 50,000. 


Current price of a bew page, which | : 7 

|} answer: 
| their aggressive or high-pressure 
| salesman can call—and make you 
| forget what 


will go to $3,280, is $3,150. 
Medical Economics has hiked the 

cost of a b&w page from $640 to 

$720. Advertisers using the publi- 


cation before Oct. 1 will be carried | 


at the old rates until January. 

In January a 15% rate increase 
will become effective for IGA Gro- 
cerman. Present cost of a bkw page 
is $235. 

Construction World, Canada, has 


boosted its b&w page rate from | 


$110 to $120 as of Nov. 1. 


e Adding 10,000 to its 30,000 con- 
trolled circulation as of January, 
Fountain & Fast Food Service al- 
so has announced general rate in- 
creases to apply then. A b&w page 
will cost $580, instead of the cur- 
rent $485. All contracts for the first 
avarter of 1952 received before 
Dec. 31 will be honored at the 
present rates. 

A 9% increase of ad rates for 
Country Guide, Canadian monthly, 
will go into effect in January. Cost 
of a b&w page will move from $1,- 
296 to $1,404. 


values. 

“Prices range from $75 for the 
Zenith to as high as $200 or more 
for some competing instruments 
And Zenith guarantees your money 


outperforms the $75 Zenith. 

“How is it possible,” Cmdr. Mc- 
Donald continues, “to get for $75 
a hearing aid that equals a $150, 
a $200 or even higher price instru- 
ment in design, material, work- 
manship, performance and dura- 
bility? 

“Listen to this: Fundamentally, 
a hearing aid is less complicated 
than the lowest price radio. In fact, 
your hearing aid is basically a tiny 
radio with a miniature microphone 
which replaces the radio RF sys- 


| TG. ... 


“If Zenith wanted to build a 
or more we could not design or 
manufacture Zenith instruments 
obtain more efficient 
materials than now go into our $75 


“Zenith does not need to pay 
abnormal commissions to high- 
pressure salesmen to sell its hear- 
ing aids...” 

The booklet includes a number 


| of quotations from the Journal of 
| the American Medical Assn.’s re- 
| ports on claims made by hearing 
| aid manufacturers, and then swings 
| into the claims themselves. “Why,” 


the booklet asks, “are the above 
misleading descriptions used?” The 


“To get your name so 


was advertised—and 
sell you on what he offers.” 


le But this is only the beginning 


In later pages, Zenith comes up 


| with statements like the following: 


“1. Have you ever noticed that 


|most hearing aids do not mention 


prices? When they don’t mention 


price, depend upon it—you're go- 


ing to find ‘price’ in the three-| 
figure bracket when you go in the) 

“2. They all [hearing aids] cost! 
about the same to make—the big} 
difference is in the cost of distribu- 
tion—middlemen’s profits and high 


| sales commissions.” 


“3. The life blood of the $150 to 
$200 hearing aid is inquiries—lo- 
cating folks with impaired hearing | 
who evince an_ interest... .[but] 
with our limited profits due to) 
low selling price, Zenith can not} 
afford to pay high-price salesmen | 
to call upon you.” 


e “4. There has not been any basic 
change in hearing aid design or} 
principle in the last five years.| 
With that in mind, consider this: 
Here is a Zenith [photos are in- 
cluded] and three leading com- 
petitive models [all priced above} 
$185]. They're all about the same 


size, same material, and much 
alike in looks. Now let’s look at 
what is inside. Here are unre- 


touched photographs of the same 
instruments opened for inspection. | 
Comparison shows they all use| 
approximately the same material 
and parts and require about the 
same amount o7 labor to assemble 
Form your own conclusions.” 

“5. When you come to the ques- 
tion of repairs, no other hearing 
aid manufacturer makes the same 
definite, fixed commitment that 
you get on the Zenith. You can see | 
your costs for years ahead.” 


@ Zenith repeatedly emphasizes 
the importance of consulting an 
ear specialist and suggests that 
prospective buyers purchase a $150 
or $200 hearing aid, “if you can 
get a ten-day money-back guaran- 
tee” on it and, at the same time, | 
buy a $75 Zenith under the same 
guarantee, Then, Zenith concludes, | 
“try them both in your daily life 
and decide for yourself.” 

Zenith also promises that “as 
long as a large volume of $150 to 
$200 hearing aids continue to be! 
marketed under the old policy of | 
high prices (which contribute 
nothing to the quality or perform- 
ance of the aid) we shall continue 
our crusade to place the facts be- 
fore the public.” 


Hollywood Candy Expands 

“Hollywood Junior Circus” will 
be sponsored every week over 
ABC-TV by Hollywood Candy Co., 
Centralia, Ill, starting Oct. 27. 
The company has been carrying 
the telecast on alternate Saturday 
mornings. Ruthrauff & Ryan is 
the agency. 


Foley Switches to DC&éS 


Howard S. Foley, formerly with 
J. Walter Thompson Co., New 
York, has joined Doherty, Clifford 
& Shenfield, New York, as a copy 
supervisor. 


! 


Peanut Butter Push Starts 

Good Foods Inc., Minneapolis, 
has launched a $15,000 radio- 
television spot campaign in the 
Chicago area for Skippy peanut 
butter. The drive runs for two 
weeks starting Oct. 15. Guild, 
Bascom & Bonfigli, San Francisco, 
is the agency. 


Hazlett Gets Promotion 

William Hazlett has been pro- 
moted from eastern advertising 
manager to advertising manager of 
Popular Photography, published 
by Ziff-Davis, New York. 


el and printing 


relations man, Howard Browning, 
previously in radio publicity. Be- 
cause subscription agencies were 
equally involved, it was decided 
to ask them to put up half of the 
$25-$30,000 a year which the pub- 
lic relations effort—salaries, trav- 
represented. 

While Mr. Browning was being 
hired, some 41 cities enacted ordi- 
nances, and 162 cities had proposed 
ordinances before the city govern- 
ing bodies 

NAMP'’s Central Registry Bu- 
reau, of which Mr. Allen is chair- 
man, has long worked with Better 
Business Bureaus across the coun- 


| try, and Mr. Allen went to Denver 


last summer to address the groups’ 
national convention, and reported 
that cooperation between the bue 
reaus and the publishers has been 
excellent. 


s In the meantime, the publishers 
were learning a lot about how to 
fight an ordinance. In the first 


| place, they learned that it must 
| be 


done locally. In the second 
place, they have learned how to 
set a defensive team to work, 
NAMP also mentioned the coop= 


jeration of the National Assn. of 


Direct Selling Companies in these 
efforts. : 

The result is that in 69 cities 
where NAMP opposed the ordi- 
nance, the ordinance was rejected 
in 67. This phenomenal record has 
a sobering aspect—182 cities still 
have ordinance hearings pending. 

The publishers are also stepping 
up their work with chiefs of police 
and sheriffs, and now mail litera- 
ture on the operation of Central 
Registry to law enforcement of- 
ficers, enclosing a self-reply card 
asking the officer to report any 
difficulties he may encounter with 
the field crews . 
®@ The meeting also heard a pre- 
liminary report on the status of 
the drug store departmental cost 
and profit study it is financing in 
collaboration with drug manufac- 
turers and the National Assn. of 
Retail Druggists. Final reports on 
the survey are still some months 
away, and tabulation of all drug 
Stores (there were 21 checked in 
the survey) is incomplete. It is 
expected that details of the pre- 
liminary findings will be reported 


at the NARD convention next 
week. 
George Garland, publisher of 


Baby Talk, reported that it will 
take a full year for the committee 
which he heads to turn out a man- 
ual on cost accounting procedure. 
The immediate problem, he said, 
is to develop an outline of most 
accounts which publishers use, and 
then to define these accounts 
When completed, the manual 
should enable publishers to see 
how their various costs compare 
with other publishers’ costs. 


New Humor Magazine Bows 


Here!, a new monthly humor 
magazine, will go on sale Oct. 19, 
according to Triangle Publications 
Inc., New York. Here!, whose 
over-all ad rates have not yet been 
set, though second, third and 
fourth covers will sell for $250, re- 
places Gags. The new magazine 
will have editorial offices in 
Philadelphia. 
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a = _ - n F ss - 7 . —— - . ey 
National Nielsen-Ratings of Top Radio Shows 
Week of Sept. 2-8, 1951 Wo . 
All figures copyright by A. C. Nielsen Co. / 
¢ CURRENT HOMES CURRENT 
RANK PROGRAMS (000) RATING WT 
: Ww ’ VJ : EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,969) (4.7) ‘ 
= 1 Lux Radio Theater (CBS, Lever Bros.) 4,567 10.9 
YOUR BEST BET 2 Mr and Mrs. North (CBS, Colgate) 3.729 89 IS YOUR BEST BET 
Big Story (NBC, Pall Mall) . Y 
IN SOUTH FLORIDA ; Mr District Attorney (Ose, Bristol-Myers) aane rt IN SOUTH FLORIDA 
es 5 Bob Hawk (CBS, Reynolds Tobacco) ‘ 
tht FASTEST GROWING ; Arthur Godfrey $ Scouts (CBS, Lever-Lipton) eed 2 the FASTEST GROWINE 
Life with L (CBS, Wrigley) . 
MARKET EAST OF . “wr Keen (NBC Testem) a br M THE ROCKIES 
i It Pays to Be ! tt (NBC. DeSoto-Plymouth) .. 2,89 6. 
THE ROCKIES! - 10 F. “i A pase and War (ABC, Equitable Life) 2.849 6.8 
NEW BOSCUL CAN—Wm. S. Scull Co.'s EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,215) (2.9) 
_ f ; ; 1 Beulah (CBS, P&G) neatueeness a ..2,221 5.3 
— — — ts designed to 2 Lone Ranger (ABC, General Mills) 2,095 5.0 
Ti ea 3 One Man's Family (NBC, Miles Labs.) 1,928 4.6 
a VR e WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,634) (3.9) 
Scull Slates Drive 1 Ma Perkins (CBS, P&G) 3,143 7.5 
CHANNEL 4 MIAMI N 2 Romance of Helen Trent (CBS. Whitehall) 3.089 23 
ur Gal, Sunday (CBS, Whitehall) . 
to Introduce New 3 Big Sister (CBS, P&G) 2.891 69 OVERS 
Covers THIS VAST, RICH, 5 Guiding Light (CBS, P&G) 2,556 6.1 a . ~ 
BIG SPENDING MARKET | BosculCoffeeCan =| 5 fam aiunicaryacite "0 emmy ©1C-SPENDING MAF 
erry ason ° ° “ 5 
° . Road of Life (NBC, P&G) 2'430 5.8 A, {) 
Pile fim, CampEN, N. J., Oct. 9—Wm. S. 9 Aunt Jenny (CBS, Lever Bros.) , 2.305 5.5 4 lj / 
ue Scull Co. has planned what it calls 10 Wendy Warren and the News (CBS, General Foods) 2,179 5.2 
the most comprehensive advertis- | DAY, SUNDAY 4AVERAGE FOR ALL PROGRAMS (754) (1.8) FAC 
+.» REACHING A PERMANENT ing and promotional program ever H ~ yg hy = (uss. Williamson) 2,388 5.7 ' 
: > tin K rt . UL S. Tob 1, RFS 
RESIDENT AUDIENCE OF put behind a regional coffee in the 3 Gasuaeaer the News (ues. Pe DR, dm 74 4 U a U 
NEARLY 750,000 middle Atlantic states. The cam- DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS (1,550) (3.7) 0 7 enelere 
paign coincides with the introduc- my Armstrong Theater of Today (CBS) .. ( "2.766 66 p . . 
A VISITOR tion of a newly designed can for 2 Stars over ee eel (cBs, Armour) 2,556 6.1 ' U 
MARKET OF NEARLY its Boscul coffee. 3 Alias Jane Doe (CBS, Toni) iss 2,095 5.0 y 
2 000,000 Including a series of outdoor elelenelele 
7 4 . ; . . > = . 
posters in the five-state area, Scull V odex Netw TV 
YEARLY is using full-color, full-page ads ide ork Ratings 
in Sunday supplements, radio Week of Sept. 4-10, 1951 
spots, and is co-sponsoring “Pie- Copyright by Jay & Graham Research Inc. 
tro’s Place,” daytime TV show seen Seteninins Oinlialialibe Toted © Resshed 
weekly in the Philadelphia, Balti- | Rank ses eames (%) Rank — Socom we (000) BE 300 
86300 more and Lancaster areas. | me a of Shows (NBC, Tan- on Soest Truman (All networks, one ” 
¥ ; - em *) *) 
| Ty The new coffee can features the | 2 President Truman (All networks, 2 Your Show of Shows (NBC, Tan- T TS 
| - TV SETS IN nose-to-neck portion of a man’s 5 de perERg ee tears 37.5 . on. 42") rr 4.236 V E IN 
; : 3 . + a ° | alent Scouts ( » Lever-Lip- hilco Playhouse (NBC, 58*) 8 
! T face, signifying his enjoyment of | ton. 23*) 35.4 & God Friends (CBS. Chesterfield. 
2] ( GREA ER mut the flavor and fragrance of the!) 4 Lux TV Theater (CBS, Lever Bros., = Ton S1*) ae rnp 681 pe = — 
a ; a — - peat 30*) : 1 5 Fireside Theater (CBS, P&G, 53* 3,474 
: NBC and Dealer urveys) steaming cup of Boscul. The Com-| ¢ Qoprert ‘wontgomery (NBC, American 5 fn no yA beh. ) NBC amd Dealer urveys) 
3 ’ T pany feels that the new can bears| ~ Tobacco, 32*) “~ 32.6 ton, 23*) 3,415 COMPLETE OVERAGE 
i PLE a “pick me up” appeal, plus the! 6 pone =. oy Foods, Maxwell s23 7 Lux TV Theater (CBS, Lever Bros., 
« = Ine appetite stimulus that should force | 7 Gedtrey's Friends (ces. Chesterfield, 8 Robert Montgomery (NBC, American _ INCLUDES: 
f So. PALM the consumer to “Buy the can with . vos. eu a ye eee 23 ‘ Vetenen, ae) ac pcemartas 3308 So.PALM BEACH County 
{ Ce 4 the smiling man.” . — ayhou: . ights Out ( miral, *) A 
; < hts Out (NBC, Admiral, 42*) 29.4 10 Colgate Comedy Hour (NBC, 38°) 2,943 
4 Ft. LAUDE RDALE Lamb & Keen Inc., Philadelphia, 10 Hit (NBC, America one *Number of Cities 4 which Program was telecast FT. LAUDERDALE 
« obacco, , « ss 
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Colihan Joins Brisacher 
John P. (Pat) Colihan, formerly 
western states promotion manager 


for C. D. Beck Co., Sidney, O., 
manufacturer of intercity motor 
coaches, has joined the creative 


department of Brisacher, Wheeler 
& Staff, San Francisco agency. 


Barbour Joins Penthouse 

Robert R. Barbour, formerly 
with Fredman-Chaite Studios, has 
joined the sales staff of Penthouse 
Studios, New York. 


Mead. Johnson Boosts 

Paul A. Lantrip has been pro- 
moted to manager of sales and 
advertising for Mead, Johnson & 
Co. of Canada Ltd., Belleville, Ont., 
producer of diet materials and 
baby food. 


O'Connor to ‘U.S. News’ 

John F. O'Connor, formerly with 
the advertising staff of Harper's 
Magazine, has joined the advertis- 
ing sales staff of U.S. News & 
World Report. 
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Top quality engravings don't 


appen. They re the result 
right combination of 


men, methods and facilities . 


means McGrath and 


Associates. The making of good 
engravings has been our forte 
for many a year. 


like a chance to discuss 


your engraving problems with 
you. It may be we've got just 
what you want. 


and Associates 


PHOTO ENGRAVINGS 


160 E. Winois Street 
Telephone. 


DAY and NIGHT SERVICE 
Chicago VW. Winois | 
Delaware 7-514) ; 


“Nation’s Business’ 


Boosts Circulation | 

WASHINGTON, Oct. 9—Nation’s | 
Business has announced a circula- | 
tion guarantee increase from 675,- 
000 to 750,000—with no increase 
in ad rates. 

The magazine, in a direct mail! 
piece to ad agencies, said the “ex- 
tra freight” would be borne by its 
subscribers. In 1943, it was pointed 
out, the subscriber paid $7.50 for 
three vears. Early this year, the} 
three-year subscription tariff was | 
set at $18. 

“Nine months after this increase 
(from $15), Nation's Business paid} 
circulation is at its alltime high; 
775,661 copies of the September 
issue were bought and paid for.” 


The magazine gets $3,300 per 
b&w page 
Molsen Rejoins Hitchcock | 
Gordon Molsen, formerly sales! 
manager for the chuck and ma- 
chinery division of Whiton Ma- 


chine Co., New London, Conn., has 
been appointed manager of the ex- 
port sales division of Hitchcock 
Publishing Co., Wheaton, II. Prior 
to joining Whiton Machine Co. 
three years ago, Mr. Gordon repre- 
sented Hitchcock’s export publica- 
tions in the New England area 


New Insurance Drive On 

The Institute of Life Insurance 
has begun a new drive with 1,000- 
line insertions in 465 newspapers 
and full pages in farm publications. 
The new campaign drops the two- 
year-old anti-inflation theme and 
pushes “basic economic and social 
factors behind life insurance.” J. 
Walter Thompson Co. is the agen- 
ey. 


di Donato Joins Cohen 

Jose di Donato, formerly radio- 
TV director of Robert W. Orr & 
Associates, New York, has joined 


:Harry B. Cohen Advertising Co., 


New York, in a like capacity. 
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TYPICAL NEWSPAPER AD—Ads of this nature for Donald Duck Foods, coopero- 
tively sponsored by licensees of Walt Disney Productions, are currently running in 
Cincinnati papers, following introduction of the products there early this month. 


Donald Duck Foods 
Bow in Introductory 
Drive in Cincinnati 
Cuicaco, Oct. 9—A _ full-scale 
introductory ad campaign in Cin- 
cinnati, using newspapers, radio 
and (for the first time) Walt Dis- 
ney’s Donald Duck on TV spots 
for Disney food licensees, has been 
launched by the food licensing 
division of Walt Disney Produc- 
tions for Donald Duck Foods. 
This initial introduction of Don- 
ald Duck Foods was preceded dur- 
ing the week of Sept. 24 by 4 
heavy promotional drive, featur- 
ing appearances of Clarence Nash 
(Donald’s voice) on five televi- 
sion programs, eight radio shows, 


at orphanages, children’s hospitals, 
etc. Promotion also included free 
movies for children and free gifts 
and gimmicks for their parents to 
create store traffic for Cincinnati 
grocers. 

The ad campaign, cooperatively 
sponsored by a number of Disney 
food licensees, kicked off with full- 
page, b&w newspaper ads in the 
Oct. 4 Cincinnati Times-Star and 
Post. A heavy schedule of news- 
paper ads, consisting of 1,000 and 
1,800 lines, will continue during 
the 26-week drive. 


ein addition, the campaign, 
which promotes Donald Duck fro- 
zen orange juice, canned citrus 
products, tomato juice and tomato 
products, apple juice and apple 
sauce, and a full line of frozen 
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foods, includes 20-second TV spots 
over WKRC-TV and WCPO-TV, 
and radio commercials over WSAI 
and WKRC. 

Similar promotions and ad cam- 
paigns are being planned for oth- 
er cities, but the timetable has not 
been completed, pending the out- 
come of the Cincinnati program, 
which is in the nature of a test. 
It is expected that the South or 
Southwest will be entered, fol- 
lowed by the West Coast and then 
back to the Midwest. The complete 
line of products will include from 
75 to 80 foods. 

Russel M. Seeds Co., Chicago, 
handles all food advertising of the 
food licensing division of Walt 
Disney Productions. 


Martin Joins Geyer, Newell 

Gerry Martin, formerly v.p. in 
charge of television for Duane 
Jones Co., New York, has joined 
Geyer, Newell & Ganger, New 
York, as v.p. and account execu- 
tive. Previously he had been with 
William Esty Co., New York, and 
National Broadcasting Co 


Mack Proposes Merger 

Walter S. Mack Jr., president of 
National Power & Light Co. and 
Phoenix Industries, has announced 
that a plan to merge both compa- 
nies has been approved by the re- 
spective boards of directors and 
will be voted on by stockholders 
of both corporations. Stockholders 
will have the right to subscribe to 
additional shares at below market 
values if the plan is approved 


Anderson, Elliott Join 

U. S. Anderson Co., Los Ange- 
les, and Elliott, Daly & Sherman, 
San Francisco, have affiliated to 
service 7 Keys, vitamin product 
The Anderson agency also has ac- 
quired Tele-King of Los Angeles, 
Television Company of America, 
Wearever Upholstering Co., and 
Mortgage Discount Co. accounts 


Shecter Gets Emeco Corp. 

Emeco Corp., Hanover, Pa., man- 
ufacturer of aluminum office, res- 
taurant and institutional furniture, 
has appointed Louis E. Shecter Ad- 
vertising Agency, Baltimore, to 
handle advertising. 


HOSPITAL MANAGEMENT 
KEEPS DEPARTMENT HEADS 

IN TOUCH WITH BEST IDEAS 
AND LATEST DEVELOPMENTS 


? 
Says: DEAN A. CLARK, M. D. 


Genera! Director 


MASSACHUSETTS GENERAL HOSPITAL 


Shown above is but a portion of Massachusetts 


General 


Baker Memorial, Huntington 


The institution includes Phillips House, 
Memorial, 
Memorial, and Hall-Mercer Hospitals 


Vincent 


DEPARTMENTAL READERSHIP "7 
PROVIDES EFFECTIVE BUYER-COVERAGE 


Hospital Management's readership at successive levels of buying 
influence makes it the number one selling implement in the great and 
growing hospital market. And this is not the ordinary type of “pass- 


along” readership 


it is purposeful penetration. deliberately achieved 


by editorial departmentalization to coincide with the departmentali- 
zation of the hospitals themselves. The publication is so edited as 


to make it must reading for every department head 


the buying influ- 


ences that must be reached to do an effective selling job. 

Hospital Management's penetration is stimulated by superintendents, 
welcomed by department heads. Years ago, 75° of superintendents 
reporied that they routed the magazine to their department heads. In 
the latest readership study this figure has gone up to 88.56°. Here is 
the most emphatic proof imaginable that our editorial departmental- 
ization is giving you the penetration you need to do a complete and 
effective selling job! No wonder those who know the market best 
consider Hospital Management a must buy in this field! 
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AFA Charters Ad Club 


The Advertising Club of Lincoln, 
Neb., has received a charter from 
the Advertising Federation of 
America. Thomas Hickey is presi- 
dent of the club, which has 51 
members 


Boosts Fingeroff, Watermon 

The Wexton Co., New York, has 
promoted Arthur Fingeroff to 
agency art director and Harriette 
Waterman to copy chief of all ap- 
parel accounts 


Tannehill Joins Compton 
Robert W. Tannehill, formerly 
with Benton & Bowles, New York, 


has joined Compton Advertising, 
New York, as an account execu- 
tive 


THANK YOU 


For Enabling Us To Move To Larger Quarters 


130 Flatbush Ave... Brookiyn 17, WY. 
New Phone — ST erling 9-8003 
M. VICTOR © ADDRESSING SERVICE 
Capable of Handling Unlimited Q ity 
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The Massachuse General Hospital is 
one of the most famous institutions in 
the United States, having bee founded 
1811, and having cor y been in 
forefront of sciet ress. It 
964 beds and 64 bassinets, has an 
estimated worth of $31,000,000, and ex 
pends some two-and-one-half million 
dollars each year It has the following 


facilities 
Blood Bank 


Cancer Clinic 
Central Supply 
Clinics! Laboratory 
Dental Dept 

Elect rocardiograph 
Flectroencephaiograph 
Medica! Library 
Medica! Record Dept 
Menta! Hygiene Clinic 
Metabo 
Occupationa 
Outpatier 
Pharmacy 
Physica 
Soria 
X-Ray Diagnostic 
X-Ray Therapeutic 
Women's Auxiliary 
Patient Libr or 
Children's Education 


sm Apparatus 
Therapy Dept 
Dep 


vice 
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READ MOST BY MOST HOSPITAL EXECUTIVES 
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WBSC Expands Facilities 

WBSC, Bennetsville, S. C., has 
expanded its facilities and changed 
its frequency to 1550 kilocycles 


New... 
Ye eee ADVERTISING 
© NOVELTY inthe 

Magic Folder 


The Trickiest Most Useful Bilifeld 
Ever Offered 


AN INTRIGUING GOOD-WILL BUILDER 


Selves your “search” for a “different” 
name-imprinted novelty give-away. Magic- 
ally and mysteriously locks bills securely 
under cross straps—with a quick “turn 
over” of the Folder—seporates dollar bills 
from larger bills in @ twinkling—eppears to 
change serial numbers from one dollor bill 
to another, each time the Folder is opened. 
Size 6%” x 3%” closed; pure virgin vinyl 
plastic) won't dull; outwears leather; a mod- 
ern replacement for the conventional wallet; 
for pocket or purse; color choices. Write 
today for quantity prices and circular. 

CHARMS & CAIN (mfrs.) 


407 S. Dearborn St., Dept. AA.5, Chicago 5, II! 
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L. A. ‘Herald & Express’ 
Names Simon Ad Manager 
The Herald & Express, Los 
Angeles evening daily, has ap- 
pointed Robert J. Simon, formerly 
with Moloney, 
Regan & Schmitt, 
New York, na- 
tional sales rep- 
resentative for 
the Herald & Ex- 
press, manager of 
national adver- 
tising. Before 
serving with the 
armed forces, Mr. 
Simon was gen- 
eral advertising 
manager of the 
News-Gazette, 
Champaign, Il. 
The Los Angeles newspaper also 
has promoted Richard Bloomer to 
automotive editor. 


sf 


Robert J. Simon 


Doner Gets Detroit Firm 

W. B. Doner & Co., Detroit, has 
been named to handle advertising 
for Joseph Buegeleisen Co., De- 
troit, manufacturer of motorcycle 
accessories and equipment. 


NBC Affiliates 
Not Commenting 
on New Setup 


(Continued from Page 1) 
but most affiliates checked want} 
“to look into the matter further” | 
before committing themselves 


| @ It is clear that local broadcasters 
consider the revisions—among the} 
most sweeping in the history of} 
network radio—too complicated 
and significant for casual comment. | 
Last week 29 stations which were 
traditional “must buys” on the 
country’s oldest radio network 
were told they would no longer} 
be on a required list. 

Instead, NBC advertisers now) 
have a completely free choice of 
markets—provided they choose a 
group the cost of which is equal 


to 75% of the gross charge for the 
time period. 


@ Three of the 29 basic stations 
were not included in the network's 
new top category of so called “pri- 
mary stations.” These 40 to 50 
outlets were selected on the basis 
of up-to-date market values and 
singled out as “primary stations.” 

A quick check by ADVERTISING 
AGE indicated that many affiliates 
will be equipped with studies of 
their own when they sit Gown to 
talk with NBC on the subject of 
rate revisions. The pending rate 
changes, as well as the rest of the 
over-all program, were worked out 


by an economic study committee of 


network and affiliate representa- 


| tives and submitted to the NBC 
Stations’ planning and advisory 
committee. 


|@ Practically all NBC stations will 


be asked to adjust their rates up- 
ward or downward. But from the 
advertiser's point of view, this will 
not greatly change the figure 


Because TODAY'S WOMAN is the only magazine 


entertain and inform this special audience. 


entirely devoted to the interests of young wives. From cover 


every page in every issue designed to 


young wives Like it! in she tour years 1916-1950, 


TODAY'S WOMAN won the greatest net paid circulation gains* 


of any women’s service or fashion magazine, attracting the vital core 


of the women’s market: a million and more young wives, median age 


under 30, with over a million 


young children in their families. 


advertisers like it! In 1949, 1950, and to date in 1951, 


Topay’s WOMAN uu 


TODAY'S WOMAN 


has led all women’s service 


magazines in advertising linage gains. 


*We'd be glad to show you the records. 


A FAWCETT PUBLICATION 


NEW YORK * BOSTON * 


CHICAGO * 


DETROIT * LOS ANGELES « 


(Circulation guarantee , 1,100,000) 


SAN FRANCISCO 
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which is being quoted to him for 
the network on the basis of the 
lowered rates due to go into effect 
Jan. 1, 1952. The new rate changes 
—like the option time shifts—will 
have to be negotiated with stations 
individually. 

John H. DeWitt Jr., president of 
WSM, Nashville, one of NBC’s 
powerhouse affiliates, believes that 
the movement to streamline net- 
work radio for a more aggressive 
operation is “long overdue,” since 
there are “many factors which 
should have been recognized long 
before television came into the 
picture.” 

“In New York many people seem 
to have written radio off as dead. 
We don’t feel like that down here,” 
he said. Radio business at WSM, 
it was pointed out, is up about 
20%. 


@ The Westinghouse radio stations, 
which have four radio stations af- 
filiated with NBC, were among 
those that consider it too soon to 
comment on the network’s pro- 
jects. They also are among those 
that have an up-to-date “evalua- 
tion” of their own stations to show, 
when they sit down to talk with 
NBC on the subject of values and 
rate changes. 

John M. Outler Jr., general man- 
ager of WSB, Atlanta, declined to 
comment on the situation at this 
time. When asked what his reac- 
tion would be if his station were 
among those asked to take a rate 
drop, he made it quite clear that 
WSB is “too proud” to expect to 
be in that category. 


e The approach to the recon- 
struction of NBC radio rates in 
terms of objective ratemaking fac- 
tors “reflects television selectively 
by markets, and in accordance 
with the degree of television satu- 
ration in those markets where it 
is a factor,” Mr. Denny explained 
“It also reflects the varying ef- 
fects of television in the evening, 
afternoon and morning. We have 
taken television fully into account, 
but we reject the assumption that 
the existence of a television set in a 
radio home eliminates that home 
from evening radio circulation. 

“Such an assumption is contrary 
to the facts. Reduced to its logical 
conclusion, it holds that when all 
radio families in a station’s area 
are equipped with television, the 
station’s rate should be zero. Such 
a position is opposed to the inter- 
ests of advertisers because it would 
lead to the economic destruction 
of the radio medium which they 
need and can continue to use to 
great advantage.” 


e Other major innovations on 
which affiliates, for the time being, 
at least, are withholding judgment, 
are: 

1. Addition by NBC of some 100 
new stations, most of which will 
be “premium” (bonus) outlets 
given to the advertiser without 
cost. 

2. The “Minute Man” plan that 
will furnish affiliates with 40 
quarter-hours of daytime shows 
weekly, plus some nighttime fare, 
at no cost to stations, which will 
reimburse NBC on a pay-as-you- 
sell basis. 

3. Two top evening shows—part 
of “The Big Show” and “Barrie 
Crane”—to be offered for one- 
time sponsorship. 

4. Shifts in network and local 
option time to give the network 
more day time and to enable the 
local stations to capture current 
network choice night time if they 
have an advertiser who is in a 
buying mood. 

So far the National Assn. of Ra- 
dio and Television Station Rep- 
resentatives has not had any- 
thing to say concerning NBC’s 
blueprint for network radio’s fu- 
ture. This group, however, is ex- 
pected to release a statement fol- 
lowing a strategy meeting here 
Oct. 15. 
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Suit on Other Foot 
as Ex-Jonesians 
Sue for Pensions 


(Continued from Page 1) 
calendars of the New York su- 
preme court (stock) and the 
chancery court (pensions). 

Robert Hayes, former president 
of the Jones Co., now with Do- 
herty, Clifford & Shenfield, and 
Don Gill, former v.p. at the Jones 
agency, who now at W. Earl 
Bothwell Inc., are also among the 
plaintiffs in both actions. 


is 


s Meanwhile, Mr. Jones told AA 
last night that his proposed $1,- 
000,000 “conspiracy” suit against 
his former employes was still in 
the preparation stage. 

One development at the Jones 
Co. this week was the announce- 
ment that it has been named to 
handle the advertising of National | 
Selected Products Inc. (7-Minit 
pie crust, pies and cake frosting).| 
The appointment is effective Nov. | 
15. Geare-Marston Inc. 
mer agency. 

Mr. Jones, in a speech before the | 
Metropolitan Advertising Men _— 


is the for-| 


Where’re They Now? 5 


The one-time Duane Jones Co. | 
accounts, that is. Here’s a run- 
down: 
With Scheideler, Beck & Werner: | 

Manhattan Soap 

Marlin Firearms 

International Salt 

Wesson Oil & Snowdrift Sales 

Borden (Hemo; Instant Choco- 


late) 
G. F. Heublein 
MclIihenny (tabasco sauce) 


C. F. Mueller Macaroni 

Continental Briar Pipe 
With Biow Co.: 

Hudson Pulp & Paper 
With Kenyon & Eckhardt: 

Mennen Co. (shave products) 
With W. Earl Bothwell Inc.: 

Kiwi Polish 

Tetley Tea 
With Doherty, 

field: 

Pharmaco (Feen-a-mint, Chooz) 
To William H. Weintraub & Co.: 

Gold Medal Candy Corp. 
Still unattached: 

Kenwill (Magikoter) 

Pierce’s Proprietaries 


Clifford & Shen- 


| 
evening, revealed that his agency 
is soliciting a chocolate account. 
He did not further identily it, but 
later told AA his chances “look 


good.” 
e Mr. Jones had previously said 
that his revived company would 
handle no account billing less than 
$100,000. (He indicated the Na- 
tional Selected Products account 
would bill about $250,000 an- 
nually.) 

While the Jones Co. was an- 


nouncing National Selected, it de- 
veloped that Gold Medal Candy 
Corp., Brooklyn, had appointed 
William H. Weintraub. Gold Medal 
is the last account formerly han- 
dled by Jones and now with other 
agencies. 

Scheideler, Beck & Werner, 
meantime, announced the appoint- 
ment of Margaret Harrison as 
manager of its premium depart- 
ment, the same post she once held 
at the Jones Co. 


Jelrus Corp. Names United 

Jelrus Precision Castings Corp., 
New York, manufacturer of pre- 
cision investment castings, has ap- 
pointed United Advertising Agen- 
cy, Newark, to handle its adver- 
tising. Trade publications and di- 
rect mail will be used. 


Standard Boosts Benton 


Dwight F. Benton, general man- 
ager of sales, has been elected v.p. 
in charge of sales of Standard Oil 
Co. (Indiana), succeeding R. F. 
Baity, who died Sept. 30. 


| by the 


| Oct. 10. 


| @ Campbell Soup Co. 


Founder of Wade 


Last Minute News Flashes 


I. Miller Shifts from Chernow to Serwer 


New York, Oct. 21—I. Miller & Sons, shoe manufacturer, has ap- 
pointed Irving Serwer Advertising as its agency, effective Jan. 1. The 
Chernow Co. formerly serviced the account. 


Runnels to Gulf Publishing: Other Late News 


e Ralph W. Runnels, formerly advertising director of the Houston | 
Post, has been named assistant to the v.p. and advertising sales man- 
ager of Gulf Publishing Co., Houston. 


e John D. Battey, formerly of Biow Co., has joined the New York | 
office of Dancer-Fitzgerald-Sample as a radio-TV time buyer. 


@ Roberts & Reimers, New York, has been appointed agency by Pocono 
Hosiery Mills, men’s socks manufacturer. The Rockmore Co. is the 
previous agency 

e Kendrick Ruker, formerly an art director, has been named head 
of the art department of Fletcher D. Richards Inc., New York. 


e@ Mark Isaacs, formerly copy and contact executive for C. J. LaRoche 
& Co. and copy director of Doremus & Co., has joined Green-Brodie, 
New York, as account executive. 

e Harriet Sabine has joined the executive staff of Flanley & Woodward, 
New York. For the past six years she was director of consumer infor- 
mation for the Can Manufacturers Institute. 


e@ The circuit court of appeals in Chicago has turned down Rhodes 
Pharmacal Co.’s motion for a stay of the temporary injunction issued 
U.S. district court (AA, Oct. 1). The injunction, dealing with 
advertising claims made for Imdrin, was scheduled to become effective 


e@ American Family Magazine has appointed Price, Robinson & Frank, 
Chicago, to handle its advertising. 


e@ TV Forecast, Chicago, said Friday that plans have fallen through for 
a single name for all television program and news magazines in the 

S. (AA, Oct. 1). National as well as local advertising in 14 such 
magazines will continue to be handled through each of the individual 
publications. 


next week (Oct. 15) will start an intensive 
drive in the New York area for its tomato soup. Newspaper copy will 
feature recipes sent in by housewives, one of whom will receive a 
weekly $100 award. A special appeal to Jewish families will continue 
to be made through ads in three Yiddish papers and a local radio show 


on WEVD. Campbell's network radio and TV and magazine copy also 
will push tomato soup during the drive. Ward Wheelock Co. is the} 
agency. 

e@ Spry shortening (Lever Bros. Co.) and Pillsbury’s Best flour (Pills- | 
bury Mills Inc.) are teaming up on a “harvest moon fruit pie” cam-| 
paign via four-color center spreads in November issues of Better Homes | 
& Gardens, Good Housekeeping, McCall's, Successful Farming, Parade 
and This Week, and the Chicago Sunday Tribune, New York Sunday 
News and Philadelphia Sunday Inquirer. Network radio programs, | 
“Aunt Jenny” and “Arthur Godfrey,” both CBS, will also be used. Ruth- 


rauff & Ryan is the agency on Spry. Leo Burnett Co., Chicago, has 
Pillsbury flour. 
e Jonas Rosenfield Jr., advertising manager of 20th Century Fox 


since 1948, has resigned effective Nov. 2. He will take a short vacation 
before announcing his future plans. Before joining Fox in 1941—he took 


, time out for service with the Navy—he was associated with Warner 
| Bros., 


Walt Disney and Donahue & Coe. 


Albert Wade, 82, 


(candy) and Encyclopaedia Bri- 
tannica, was one of the first to use 
radio on a national scale. For 
many years the agency was listed 
among the top ten in radio bill-| 


Advertising, Dies 


ings. | 
Cuicaco, Oct. 12—Albert G. Mr. Wade retired from daily 
Wade, founder of Wade Adver- activity in his business in 1935 and 


tising Agency, who 
been 83 on Oct. 31, died in White 
Pigeon, Mich., Oct. 10. 

Mr. Wade, who owned Wade 
Advertising Agency in Chicago 
from 1909 until March 31, 1951, 
was born in Leeds, England, in 
1868. He came to the U. S. at the 
age of 12 with his father, mother, 
and a brother, Arthur. The family 
settled first in Mongo, Ind., and a 
year later moved to White Pigeon. 

In 1890, Mr. Wade joined the 
Elkhart Truth and later was em- 
ployed by Miles Laboratories. In 
1902, he moved to Philadelphia 
and joined the copy department of 
N. W. Ayer & Son, where he pre- 
pared copy for such accounts as 
National Biscuit Co., American 
Tobacco, Diamond Salt, Ferry’s 
Seeds, Karo syrup, Pond's, Dia- 
mond Match and others. 


would have returned to White Pigeon 


‘Houston Post’ Appoints 

E. Lemcoe and R. Barron 
Eugene J. Lemcoe, formerly ad- 

vertising manager of the St. Louis 


Star-Times, has been named di- 
rector of advertising for the Hous- 


Robert Barron 


Eugene J. Lemcoe 


ton Post, succeeding Ralph W. 
Runnels, who has resigned 

Robert Barron has been named 
general advertising manager. He 
was formerly with the San Fran- 
cisco office of Moloney, Regan & 
Schmitt, newspaper representa- 
tives. 


e He left Ayer to become copy 
chief of White’s Class Advertis- 
ing Co., Chicago, which specialized 
in agricultural advertising. In 1909 
he formed Wade Advertising 
Agency, which operated under that 
name until March 31. His grand- 
son, Albert G. Wade II, now heads 
Geoffrey Wade Advertising. 

The late Mr. Wade, whose clients 
included Miles Laboratories, Mur- 
phy Products Co. (feed concen- 
trates for livestock and poultry), 
Brown Fence & Wire, DeMet’s Inc. 


Electronics Names Loudon 

Laboratory for Electronics, Bos- 
ton, has appointed Henry A. Lou- 
don Advertising, Boston, to handle 
its account. 


| regional radio networks. 


New! Finer! Hospital-Tested San Care For Your 


Tod |= 


ee mat Sat. our oe oun ong! 


me eee 


TEST 
launching a test campaign for its new 
product, Tod’! baby bath soap, has ap- 
peored in the New York News ond the 
Herald Tribune, Chicago Tribune and | 
the Sun-Times, and the Philadelphio Bul- | 


AD—This Centour-Caldwell ad, 


letin (AA, Oct. 8). 


General Tire, Macy 
Merge Radio, Video 
Broadcast Property 


New York, Oct. Consolida- 
tion and merger of the radio and 
television interests of R. H. Macy | 
& Co. (WOR and WOR-TV) and 
General Tire & Rubber Co. (Yan- | 
kee and Den Lee networks) were 
announced this week. 

Details of the plan were not re- 
vealed, but a single company wiil 
be set up to operate their joint 
properties, including radio sta- 
tions WOR, New York; WNAC, 
Boston; WEAN, Providence; 
WONS, Hartford; KHJ, Los An- 
geles; KFRC, San _ Francisco; 
KGB, San Diego; TV _ stations 
WOR-TV, WNAC-TV and KHJ- 
TV, and the Yankee and Don Lee 


12 


@ The capital stock of the oper- 
ating company will be owned by 
General Tire and Macy, with the} 


| “former holding a substantial ma- 


jority.” These plans, of course, 
are subject to the approval of the 
Federal Communications Commis- 
sion. 

The new company will control 
three of the shareholder stations 
of the Mutual Broadcasting Sys- 
tem, including its key outlet, WOR. | 
Thomas F. O'Neil, v. p. of General | 
Tire & Rubber Co. and president of | 
Thomas S. Lee Enterprises, op- 
erator of the Yankee and Don Lee 
stations, is chairman of the Mu- 
tual board. 

Most sources think that this 
move by principals in Mutual is 
another indication that the net- 
work, which recently negotiated a 
major programming deal with)! 
MGM Radio Attractions, is gird- 
ing itself for an even stronger op- 
eration 

Others theorize that the MBS 
stockholders are looking ahead 
and making plans for a television 
network—-when more stations 


open up, if not sooner. 
Stevens Named Servel A. M. 
Robert M. Stevens, formerly 


sales manager of the Servel New 
York branch, has been appointed 
advertising man- 
ager of Servel 
Inc., Evansville, 
Ind., replacing 
Robert J. Can- 
niff, who resign- 
ed two months 
ago to enter the 
agency business. 
Clifford A. Stock- 
hoff, with the 
Servel sales or- 
ganization since 
1936, most re- 
cently as Colum- 


Robert M. Stevens 


bus, O., district sales manager, re- 
places Mr. Stevens in the New 
York post. 
R&R Gets Old Reading 

Old Reading Brewery Inc., 


Reading, Pa., has named Ruthrauff 
& Ryan as its agency, effective 
Dec. 1. The account was previously 
handled by Aitkin-Kynett, Phila- 
delphia 


| because 


Postal Committee 
Members Have Until 
Monday to Decide 


WASHINGTON, Oct. 11-—-The 
chairman of the Senate post of- 
fice and civil service committee 
has given House postal committee 
members until Monday to agree on 
a compromise rate increase bill, 
or forget it for this session of Con- 
gress 

With the conference on conflict- 
ing Senate and House postal rate 
bills deadlocked after eight meet- 
ings, Sen. Olin Johnston (D., S.C.) 
said today that if they fail to agree, 
the bill will be put aside and the 
committee will take up other mat- 


ters, including the $250,000,000 
postal pay increase. 
His statement apparently was 


designed to force Tom Murray 
(D., Tenn.), House postal commit- 
tee chairman, to go along on a 
30% increase in rates for newspa- 


| pers and magazines in three an- 
| nual 10% 


steps 


s Following previous sessions, 
Rep. Murray was reported to be 
holding out for a 60% increase on 
magazines, along the lines of the 
so-called Long amendment in the 
Senate bill 

Only fragmentary reports of the 
wrangling leaked outside the com- 
mittee room, but according to best 
available information the Senate's 
five conferees have tentatively 
agreed to abandon their fight for 
4¢ first class and 8¢ airmail, chief 


revenue factors in the Senate's 
| $400,000,000 rate bill. 
Senate members are also re- 


portedly anxious to drop the 60% 
increase for magazines, but Rep. 
Murray is said to be fighting for 
something stronger than the 30% 
increase in the House bill. 

With Congress racing for an 
Oct. 20 deadline, the heat will be 
on over the weekend to settle the 
differences in the postal rate bills. 


| Most members are anxious to pass 


the postal salary increase, but 
would rest easier if the salary bill 
is covered by postal rate in- 
crease. 


@ According to 
conferees have 


reports, Senate 
pointed out that 


| Rep. Murray took the House floor 


to speak against a Long-type 
amendment sponsored by Rep. Ed 
Rees (R., Kan.) when the House 
was debating its $125,000,000 rate 
increase bill 

In conference, however, Rep 
Murray has taken the position that 
he opposed the Rees amendment 
he hoped for a straight 
60% increase covering newspa- 
pers and magazines alike. 

Now that the House has adopted 
what he considers an inadequate 
increase on newspapers and mag- 
azines, he says he feels compelled 
to reverse his position. 

There were no reports avail- 
able on the conferees’ attitude 
toward the 1%¢ rate on third class. 
The House bill proposed an in- 
crease effective Jan. 1, while the 
Senate bill proposed one-quarter 
cent Jan. 1, and an additional one- 
quarter cent a year from now 

There was no news on the fate 
of either catalog or parcel post 
rates. In the Senate bill these rates 
are considerably below the rates 
which were effective on Oct. 1. 
However, House committee mem- 
bers have Gpposed any modifica- 
tion of these rates 


Jean Breig Opens Agency 

Jean H. Breig will open a new 
advertising agency, Breig Associ- 
ates, at 908 Witherspoon Bldg., 
Philadelphia, starting Nov. 1. She 
was formerly a partner in Wer- 
theim-Breig, New York agency. 


WOR-TV Names Lopes 


J. Nugent Lopes, formerly with 
Carol Byoir & Associates, New 
York, has joined the sales depart- 
ment of WOR-TV, New York. 
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Export Admen Predict 
‘52 Budget Increases 


New York, Oct. 9—Much of the 
meaty part of the 3rd International 
Advertising Convention, held here 


Oct. 4-5, took place during the 
closing hours, too late for the great 
majority of the convention dele- 

ite to attend, and at the same 
time too late for ADVERTISING AGE’S 
deadline last week 

Among second-day features of 
the convention were talks on the 
export advertising outlook for 


1952, generally and specifically, as 


applied to the budgets and plans 


of seven large export advertisers; 
i panel session on foreign radio 
ind TV, and talks by Goar Mestre 
president of Circuito, CMQ, Ha- 
vana, and Thomas D. Cabot, di- 
rector of international security af- 
fairs for the State Depar.ment 

A previously scheduled panel 
ession on export publication ad- 
vertising was canceled when the 


overtime 


convention ran 


e Most of the speakers at the ‘Ad- 


vertising previews—1952" panel 
‘ ion were optimistic over export 
id prospects for 1952, in keeping 
th the cheerful outlook of the 
convention-goers in general 
The export sales picture for 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims and its 
cost is almost nominal! 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 


—-* CORPORA 


insurance Exchange 


TION 


Kansas City Mo 


heavy industry and machine tools 
looks so good to the Norton Co., 
Worcester, Mass., that it announced 
the formation of a new company, 
Norton Behr-Manning Overseas 
Inc., to handle all foreign business 
for Norton and its Troy, N. Y., sub- 
sidiary, Behr-Manning. 

In addition, publicity manager 
C. Leonard Shaw announced a 
+ budget increase for U. S. and 
foreign business media and local 
newspapers, plans for more effec- 
tive co-op and point of sale adver- 
tising, sales training aids and ex- 
domestic and foreign 


pansion ot 


plant facilitie 
e “The largest [foreign advertis- 
ing budget] in history” 
for Miles Laboratories, Elk- 
hart, Ind., Export Manager 
Manuel! Perez. Bulk of the budget 
will go into radio, which the phar- 
maceutical believes the 
means of reaching illiterates. 
Mr. Perez also predicted record 
iles next year 
Standard Oil Co 
to do the 


tising 


was fore- 
cast 


DV 


house is 


best 


(N. J.) expects 
amount of adver- 
but will boost its 
to compensate for in- 


same 
next 
10% 
advertising 

Beginning next month, Richard 
P. Hildreth, advertising coordi- 
nator, told the group, Esso Stand- 
ird Oil will sponsor an hour-long 
video show dramatizing Latin and 
North American light operas over 


veal 
budget 


creased costs 


CMQ-TV, Havana. Guastella Mc- 
Cann-Erickson is handling the 
show, which will use Havana 
talent 

e RCA International Corp. will 


fundamental 
program next yvear—the education 
of 
ers 


motor 


maintain the same 
sales organizations and custom- 
training manuals, 
television and 


through 


nctures, 


... over 800 Million Dollars in 
Net Effective B 


for 


. more than a half million 


buyers who live, work and buy 
in the rich Akron, O., Market. 


. and it’s being spent, too! 


For Akron is first in the nation 
in retail sales on Sales Manage- 


ment’s “High-Spot Cities” list 


tugust, September and 


October! 


Telling 
story in the Beacon 
Journal is selling ut 


jour 


to 


and) Sunday 
Be 
selling all the buyers in this 


thron Buyers! 


Akron has ONLY ONE daily 
newspaper —the 


acon Journal reaching and 


h market every day! 


sales 


AKRON BEACON JOURNAL 


f > John S$. 
Represented Nationally 


}, Publisher 
Story, Brooks & Finley ve 


, homes 
| vertising. The upper 


| Propaganda 
| agency, 


other media. William J. Reilly, ad- 
vertising manager, discussed a new 
16mm _ projector which RCA 
working on that provides for dub- 
bing in sound tracks in different 
languages 


Is 


Eastman Kodak Co., Rochester, 
is concerned about the role of 
photography in case of all-out war 
or peace, and its program is geared 
to strike a “happy medium,” 
cording to its supervisor of export 
advertising, Alfred B. Reed. Kodak 
advertising centers around a “pho- 
tography at work” theme used 
by farmers, doctors and public of- 
ficials, instead of systems and in- 
stitutions 

The 1952 budget for Monsanto 
Chemical Co., St. Louis, will ex- 
ceed that of 1951, which, in turn 
was 25% over the budget for 1950, 
according to its international 
advertising manager, Braxton Pol- 
lard. U. S. chemical stockpiling is 
factor in bright sales 
picture, he noted 


ac- 


as 


a big the 


@ Monsanto believes the foreign 
pattern is changing to ¢ 
picture wherein local industry will 
expand and create increased de- 
mand for chemicals, and 
Monsanto is therefore pivoting its 
ad expenditure around highly lo- 
calized support. But this 
doesn't mean any relaxing in cen- 


business 


basic 


sales 


tralized advertising control, Mr 
Pollard pointed out. 

The only member of the panel 
who spoke of a somewhat de- 
creased 1952 budget, due to im- 


pending raw materials shortages, 
was Fitzhugh Granger, manager 
merchandising service for the for- 
eign operations of International 
Harvester Co., Chicago. 
International, he said, will con- 


ot 


tinue its advertising at present 
levels, but circumstances are ex- 


pected to decree some modifica- 
tion. The company will expand its 
local coordinated ad programs due 
distributor demands. This ad- 
vertising will not be cooperative, 
but agreements have made 
for the distributors to do an equal 
amount of their own advertising in 
their respective territories. 


to 


been 


we At the 


session, a 


radio-television panel 
film was shown outlin- 
ing the formation as well as some 
typical commercials of CMQ-TV, 
Havana. Contrary to the situation 
in the U. S., Cuban television, it 
was pointed out, is an excellent 
vehicle for reaching upper class 
with quality product ad- 
class market 
has always been difficult to reach 
in that country. 

Mario Garcia Pena, president, 
Epoca, Colombian 
that radio will con- 
the best advertising 
that country, for the 


said 
be 
In 


tinue to 
medium 
present 

Some of the programming activ- 
ity of WRUL, the only privately 
operated station beaming abroad, 
was outlined by Walter Lemmon, 
president, Worldwide Broadcast- 
ing Corp. Free enterprise stories, 
as told through plant employe in- 
terviews, are one of the station’s 
highlights. Mr. Lemmon expects to 
have 150 American companies par- 
ticipating in this project eventu- 
ally. 


s Television may have socked a 
great big hole in U. S. radio, but 
it’s a long way from doing likewise 
in Latin America, in the opinion 
of A. M. Martinez, v.p., Melchior 
Guzman Co. Here's the situation, 
as he sees it, in four Latin Ameri- 
can countries: 

Argentina's first television sta- 
tion is scheduled to go on the air 


Oct, 17. 

Brazil has two stations that have 
been telecasting for about one 
vear. There are about 5,000 sets 
in the country. 


Mexico has two stations in Mex- 
ico City; the first has been on the 
air for about a year and a second 


started telecasting this month. A 
third Mexican TV station opened 
month, but that one beams 
mainly to southeastern Texas 
Eleven construction permits are 
out and there are 4,000-5,000 TV 
in the country, according 
agency executive. 


last 


homes 
to the 


s In Cuba, where television has 
made its greatest strides, there are 
at present 30,000 TV homes, com- 
pared to 800,000-900,000 radio 
homes. Conscious of this country’s 
radio-TV time squabbles, Mr 
Martinez said that at least 350,000- 
400,000 TV homes would be needed 
in Cuba before radio time costs 
might come down. 

The potential Cuban radio mar- 
ket is ten times that of video, Mr. 
Martinez said. Besides, he pointed 
to a recent survey which showed 
the radio audience to be increasing 
and the television audience to be 
a new one, untouched by radio. 


e A Puerto Rican radio network, 
consisting of three stations, will 
bow in that country on Nov. 1, ac- 
cording to Ramon Quinones, v.p., 
Puerto Rican Assn. of Broadcast- 
ers. 

Mr. Quinones, who owns WAPA, 
San Juan, pointed to the constantly 
increasing buying power the 
Puerto Rican masses as an induce- 
ment to American advertisers, and 
at the same time issued a warning 


ol 


that merely buying time is not 
sufficient. Rather than running 
disc jockey shows, sponsors must 
put up a good program, in the 


native language, if they want to 
sell their products, he said. 

He also voiced a plea for a good 
combined station-advertiser radio 
survey in Puerto Rico, preferably 
at a time when the school system 
is closed, so that teachers may be 
used in the survey. Any one-client 
survey is valueless, 
Quinones said 


or one-station 


Mr 


@ Speaking from London via a 
special National Broadcasting Co. 
hookup to the convention on the 
oecasion of his receiving the first 
annual award for outstanding 
achievement in 
international ad- 
vertising and 
marketing, Goar 
Mestre, president 
of Circuito, CMQ, 
Havana, told the 
delegates that 
they are not 
pursuing aggres- 
sive advertising 
and merchandis- 
ing methods in 
Cuba 

“An increasing share of the bus- 
iness appears to be going to that 
handful of local firms that, in con- 


Goar Mestre 


trast with you, are displaying so 
much of the aggressiveness and 
alertness that you would expect 


to find among the most successful 
American firms doing business in 
the U.S. 


e “This is a trend that worries 
us,” continued Mr. Mestre, who is 
also president of the Inter-Ameri- 
ean Assn. of Broadcasters. “We 
would not like to see all business 
in Cuba concentrated in a few 
hands. ..We want those of you who 
have small businesses in Cuba to- 
day to achieve a large volume of 
business that would make it worth 
your while to manufacture your 
products in Cuba tomorrow.’ 

Mr. Mestre chided export peo- 
ple for not doing market research 
in foreign countries, a fact brought 
out in the association’s annual sur- 
vey. Advertising budgets should be 
based on the potential market, not 
last year’s sales, he declared. 

The radio industry in Latin 
America, Mr. Mestre reported, is 
moving rapidly toward adopting 
uniform rates and better program- 
ming practices. He predicted 100,- 
000 television homes in Cuba by 
next year (there are 30,000 now), 
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and expected five or six more 
countries to add TV within two 
years 


e William Honneus, advertising 
director of Time _ International, 
made some observations on the 


European trip from which he just 
returned, in which he praised the 
Festival of Britain, which gave a 
“psychological uplift” to the Eng- 
lish, and the work of the Economic 


Cooperation Administration 
He commended outdoor adver- 
tising in Great Britain for its 


unique qualities as well, because it 
appears to be confined to the 
towns instead of countryside, 
“where I think it belongs.” 

Mr. Honneus suggested that any 
direct mail sent to Germany should 
be clearly identified coming 
from the U. S., to avoid being sus- 
pect, due to the Russian practice of 
sending tons of blind direct mail. 

Henry E. Abt, president of the 


as 


Brand Names Foundation, urged 
the group to establish a BNF 
philosophy abroad, following the 


same basic program as is practiced 
here. 


@ Thomas D. Cabot, former presi- 
dent of the United Fruit Co 
now director of international 
curity affairs for the Department 
of State, reported on military pre- 
paredness plans and attempts to 
increase European productivity 
He that 
could probably build up military 
security all by itself but that it 
would take 15 to 20 years, or pos- 
sibly forever. Export advertisers 
can aid the State Department pro- 
gram by supporting the idea of 
freedom and the idea of mutual 
help, he said. 
An award 


and 


Se- 


said western Europe 


and recognition for 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT AND CIRCULATION 
REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST &, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND 
JULY 2, 1946 (Title 39, United States 
Cede, Section 233) 

Of Advertising Age, published 
Chicago, IL, for October . 19 
1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness Managers are 
Publisher, G. D 


weekly at 
51 


Crain, Jr., Evanston, 


I 
Editor, S. R. Bernstein, Chicago, Il. 


Managing Editor, R. W. Murray, Park 
Forest, Ill 

Business Manager, C. B. Groomes, Chi- 
cago, Il 

2. The owner is: (if owned by a cor- 
poration, its name and address must be 
stated and also immediately thereunder 


the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnershp or other unincor- 
porated firm, its name and address, as 
well as that of each individual member, 
must be given.) 

Advertising Publications, Inc., 200 East 
Illinois Street, Chicago 11, Illinois. 


G. D. Crain, Jr., 704 Michigan Avenue 
Evanston, Illinois; G. R. Crain, 704 Michi- 
gan Avenue, Evanston, Illinois; S 


R 
Bernstein, 5216 
Chicago, Illinois; O. 
Bruns, 5826 N. Whipple 
St., Chicago, Illinois; Kenneth C. Crain, 
11 E. 47th St.. New York City; C. B. 
Groomes, 7524 N. Claremont Avenue, Chi- 
cago, Illinois; J. B. Miller & M. A. Mil- 
ler, 409 S. Second Ave., Maywood, Illinois; 
B. G. Rehm and H. M. Rehm, 4308 Church- 
ill Rd., St. Matthews, Ky.; G. L. Ham- 
tin and E. K. Hamlin, Route 1, Vandalia, 
Michigan; Mary C. Sanders, 611 Barton 
Place, Evanston, Ill.; M. E. Crain, and 
E. F. Crain, 909 Foster Avenue, Chicago, 


Bernstein and A. B 
Blackstone Ave., 
Bruns and M. S 


Jessie W. Crain, Box 2059, Carmel, 
California; Jane C. Ivie, 549 Addison 
Street, Chicago, Il 


3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
are 
(If there are none, so state.) None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the affiant’s full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear upon 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner. 

The average number of copies of each 
issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
preceding the date shown above was: 
22,700. 

G. D. CRAIN, JR. 
Publisher 

Sworn to and subscribed before me this 
2ist day of September, 1951. 

EDITH M. STEGER 
(Seal) 


(My commission expires April 1, 1952.) 


, | 
a a a 7 
——___ _ t 
q am. an | 
| — —_ 
: —— Pp 
ee 

ai aaa a 
a 


Advertising Age, October 15, 1951 


The newspaper is always “first with the most 


TO REACH THE MEN WHO MAKE MEDIA 


700 dailies have joined in a campaign to persuade people who 
intluence media decisions that while almost everyone reads news- 
papers, other media deliver only ‘fractional’ audiences (AA, 


DECISIONS—Neorly Oct. 


Publishers Assn. 


The newspaper is always “first with the most” 


8). First od in the series was sent to the cooperating 
papers Oct. 1 and the second one last Monday. The ads were | 
prepared by the Bureau of Advertising, American Newspaper | 


staunch defense of freedom of the 
was given to Dr. Alberto 
Gainza Paz, former publisher of 
La Prensa, Buenos Aires newspa- 
per. 


press 


@ For the first time, the Assn. of 
International Advertising Agencies 
this year presented awards to ad- 
vertisers and their agencies, in six 
categories, for the best interna- 
tional ad prepared in the U. S. 

The classifications, winning com- 
panies and agencies are as follows: 

Foods & beverages, Schaefer 
Brewing Co., prepared by Batten, 
Barton, Durstine & Osborn and 
placed by Robert Otto & Co.; drugs, 
cosmetics and toiletries, Miles Lab- 
oratories, Robert Otto & Co.; ap- 
pliances, hardware items and of- 
fice equipment, Eversharp Inc., 
Foreign Advertising & Service Bu- 
reau; heavy durable products, 
Mack Trucks Inc., Foreign Adver- 
tising & Service Bureau; services & | 
institutional campaigns, Corning 
Glass Works, National Export Ad- 
vertising Service; soft goods, tex- 
tiles and clothing, Du Pont Corp., 
prepared by BBDO and placed by| 
Robert Otto & Co. 


‘ 


Borden Co.'s Founder a Texas Firebrand; 
Was Publisher Before He Became Inventor 


NORMAN, OKLA., Oct. 
Borden was the proof of the shanty 
to mansion tradition. He was born 
in a log cabin, became the fire- 
brand publisher of a newspaper in 
Texas during the days of the revo- 
lution which set up the Lone Star 
Republic, and was twice a failure 
before he hit on the vacuum can- 
ning process for milk which turned 
the Borden Co. into a dairy empire. 

The story of Gail Borden gets 
eloquent telling in “Gail Borden, 
Dairyman to a Nation,” by Joe B. 
Frantz, biographer and assistant 
professor of history at the Univer- 


sity of Texas. It is published by the! 


University of Oklahoma Press, and 
sells at $5. 


@ The book was written under a 
Texas State Society fellowship 
grant, and it traces Borden's ca- 
reer painstakingly from his birth 
in 1801, through his years as a 
publisher he sold the paper, 


which he published with his broth- © 


er, because they were tired of it, 


11—Gail 


making more money from it than 
they did), through his career as 
a public official. He was customs 
collector in Galveston, thrown out 
once and reinstated, and was final- 
ly involved in a long controversy 
over the proper method of hand- 
ling the exchequers issued by the 
republic. 


His stubbornness, which blighted | 


his official career, helped him 
when he became an inventor. He 
first fiddled with a machine for 
the alleviation of yellow fever, 
then turned in 1849 to a meat bis- 
cuit. Six years of painful testing 
and struggle for contracts fol- 
lowed, and elthough the Borden 
biscuit won a gold medal in 1851 


at the Great Council exhibition in| 


London, it was flat failure 
author says the reason is plain 
it “was not palatable. ..Time after 
time Borden wrote that no one 
cooked the meat biscuit correctly 
except himself.” 


@ While he was still trying to ob- 


The} 


and people thought they were tain government contracts for the 


exactly as you 


want them 


Quality Color 
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photo engraving company 
118 SOUTH CLINTON ST. 
CHICAGO 6, ILLINOIS 
TELEPHONE: FRanklin 2-6343 


biscuit, he had applied for patents 
on the use of the vacuum can for 
evaporating milk. He was deep in 
debt, he had considerable farnily 
trouble, and his first venture into 
milk evaporation failed dismally— 
he had to borrow mon¢cy to pay 
his rent and his fare bac« to Texas 

In 1857 he came back, started 
another plant, and the next year 
his milk benefited from the expose 
by Leslie's Illustrated of the part 
played by New York's contami- 
nated milk in a horrifying infant 
mortality rate. 

By 1860 the company was doing 
well. In 1861, the Civil War began, 
and the government began w pour 
in orders. From then on the com- 
pany expanded continuously. Gail 
Borden, one of Texas’ earliest pub- 
lic men, was a staunch union sup- 
porter. He returned to Texas after 
the war and organized the Borden 
Meat Preserving Co., and died 
there in 1874. His body was moved 
to White Plains, where his monu- 
ment says: 

I tried and failed, 

I tried again and again, and succeeded 
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Canadian Wallpaper Drive 


Canadian Wallpaper Manufac- 
turers Ltd., Toronto, has planned 
a campaign stressing the results 
to be achieved in decorating with 
wallpaper. Four-color full-page 
and two-column monotone inser- 
tions will run in French and Eng- 
lish weekend papers, and b&w 
half-pages in French and English 
farm magazines. Erwin, Wasey of 
Canada Ltd., Toronto, is handling 
the campaign 


Crosley Boosts Folts 

Harry Folts, assistant general 
sales manager of WLW, Cincin- 
nati, has been promoted to mana- 
ger of WINS, New York, by Cros- 
ley Broadcasting Corp., Cincin- 
nati, which owns both stations. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job uick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 23rd successful year.) 


Markets Grow Fast, too 


Norfolk Metropolitan Sales Area 


Population Increases 60% Since 1940 


When you consider your markets for fall advertising the Norfolk, 
Portsmouth, Newport News Metropolitan Sales Area is a must for 
any list. WTAR, WTAR-TV, or both will bring your message to 
every home in the area. 


Population is up 60%, since 1940*, making this the fastest grow- 


ing market in the top 30 of the U. ‘. In fact, it w 29th in 
the Nation in population. In Norfolk-Portsmouth total retail sales 
are up 8.2%, food sales up 4.5%, furniture, household, radio sales 
up 19.2%, automotive sales up 44.2° In Newport New total 
sales are up 14.1%, food sales up 5.5%, furniture, household, radio 
sales up 20.0%, automotive sales up 66.1°%,.** 


Check any Hooper and you'll see that WTAR is the preferred 
station in Norfolk, Portsmouth, and Newport News. In fact, WTAR 
delivers more listeners per dollar than any other station or combina- 
tion. 

Ask your Petry man for availabilities to cast n tt 
market. 


growing 


NBC Affiliate 
5,000 watts Day & Night 


Nationally Represented by 
EDWARD PETRY & CO 


Inc. 


*'The 162 Cream Markets’—J. Walter Thomp- 
son, Co. 
**Sales Management, September |, 195) 
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Your products are exactly as good as consumers believe them to be... 

and it takes a lot of pre-selling through advertising in top markets 

to establish and maintain brand preferences. 

FIRST 3 Markets Group offers you the FIRST Sections of the FIRST Newspapers 
of the FIRST 3 cities of the United States. 

And, in these Sections, the finest Rotogravure and Colorgravure reproduction 
assures you maximum package and product EY Edentification. 


For maximum sales at minimum advertising cost use... 


New York Sunday News 
Chicage Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure + Colorgravure 
Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 ° Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0578 
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